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Rough Proofs 


Upton Sinclair has decided that 
considered as a politician, he’s still 
a pretty good novelist. 


- F FP 


However, you'll have to admit that 
very few fiction writers have ever 
had their works advertised as ex- 
tensively as “I, Governor of Cali- 
fornia” has been. 


7. VV 


After Mr. Sinclair became a candi- 
date for governor his books sold out 
several editions. He found there’s at 
least one good way of getting free 
publicity outside of the book review 
pages. 

v v v 


When the film industry indicated 
that it would move to Florida if Sin- 
clair were elected, the populace hast- 
ened to turn thumbs down. Argu- 
ment may not have worked, but the 
movies moved ’em. 


es VV 


Even the enthusiasts who adver- 
tise California’s glorious climate 
realized that their copy would fail 

§ to click if not embellished by a few 
i of Hollywood’s favorite exhibits. 


. 7 


ti. The results of the Sinclair cam- 
Is paign ought to be a lesson for ad- 
wtising optimists who believe that 
al that’s necessary for a successful 
)0- ampaign is a good slogan. 


= = = 


Jim Farley’s direct mail campaign 
was a huge success until he sent out 
that form letter to California endors- 
ing Mr. Sinclair. Now he’s not so 
sure that it pays to advertise. 


a 


h ADVERTISING AGE insists that postal 
¢ service must be improved. But when 
Mr. Farley heard about his Sinclair 
form letter getting into circulation 
0 30 promptly, he decided the service 
. ismuch too good already. 


, = | 


| The movies object to the radio’s 
0 use of film celebrities. But as long 
as the films have Mae West and radio 
lacks television, the situation is well 
ln hand. 
* + 9 


Joe Penner says that “Wanna buy 
a duck?” has been worth $250,000 a 
word to him. He was paid $249,- 


9.70 too much. 
. = + 
it The oil companies, having success- 


‘ fully shoved gasoline prices down to 
» @® * ew no-profit level, are now train- 
\ ing their advertising guns on the fuel 
n il market. 

. 


Now that Senator Royal Copeland 
it has heen re-elected, it is to be hoped 
i! that his unquestioned radio talents 
ts will continue to be jroperly recog- 
a lized by advertisers. 
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Go 


_ Gold Medal will pay someone $7,- 

a ‘or the last line of a limerick. 
‘ere's profit as well as pleasure in 

as (‘Me literary life. 

k. § vv, 

Hart, Shaffner & Marx urge suit 

buyers to use the mirror test. But 

— YY®'y young man can tell you that 
am ‘he suitis okay if it stands up under 

the lady-on-lap test. 


Copy CUB. 


GOLDEN AGE OF 
ADVERTISING IS 


First District Hears Plea for 
Truthful Copy 


New Haven, Conn., Nov. 9.—The 
golden age of advertising is just 
ahead of us, and advertising will im- 
prove both in quality and quantity 
as rapidly as “we can forget what 
we knew in 1928 and 1929,” Edward 
A. Filene, Boston merchant, told the 
convention of the First District, A. 
F. A., at its luncheon here today. 
The meeting opened yesterday and 
continues through tomorrow. 


Ballyhoo, which, while not literally 
fraudulent, still hints of satisfaction 
which the actual goods cannot sup- 
ply, will not survive another six 
months, Mr. Filene said. He cited 
cigarette copy which infers that 
smoking a certain brand has tonic 
value as one example of ballyhoo ad- 
vertising which is bound to disap- 
pear. 


“The public is learning the truth 
about our goods,” the speaker de- 
\clared.. “It.igdearning the truth about 
soap and toothpaste and razor blades. 
These are all good things and much 
can be said for them. Nothing, in 
fact, can be said against them which 
could prove more harmful in the end 
than some of the things which their 
advertisements have recently been 
saying. 

“I am not married, I admit, be- 
cause she said ‘No’; but I am morally 
certain that she would still have said 
‘No,’ regardless of the kind of razor 
blade I used. And I swear to you, 
as an employer, that I have never 
discharged a salesman because he 
did not use a certain kind of soap.” 

Advertising must be news, and the 
news must be accurate and truthful, 
Mr. Filene said. He predicted that 
some great business soon would 
undertake to tell the buying public 
all that the public wants to know, 
including the full truth, and avoid 
making any sale which should not 
be made. 


Radio Discussed 


More than 60 per cent of radio- 
equipped homes are occupied at all 
listening hours by one or more adults 
who are awake, E. P. H. James, sales 
promotion manager, National Broad- 
casting Company, said in an address 
on “Radio Goes Fact-Finding.” He 
presented data on radio audiences 
gleaned from recent surveys. Mail 
from listeners has been found to be 
an accurate index of audience dis- 
tribution, advertising effectiveness 
and signal strength, he said. 

“Business getting is no longer a 
general advance preceded by a heavy 
barrage, but rather a matter of quick 


(Continued on Page 27, Col. 4) 
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AHEAD—FILENE 


HE'S BACK—AND HOW! 


‘SCIENCE ANNOUNCES NEW MEDICINE 
[THAT WORKS WITH SUFFERER’S FOOD 


Vital News for Every Sick and Ailing Person 


S HOT EXPENS: 


One of a series of full pages cur- 

rently running in Indianapolis for 

Indo-Vin, product of G. H. Mosby, 

remembered as the producer of 
Konjola. 


PONTIAC WINNER 
OF OUTDOOR ART 
~ AWARD FOR 1934 


Oldsmobile, 6. & 0. Rail- 
road Also Given Honors 


Chicago, Nov. 8.—The Pontiac 
poster, “So Much More for So Little 
More,” was adjudged the best of the 
year in the fifth annual exhibit of 
outdoor advertising art which opened 
at Marshall Field & Co. today. Sec- 
ond prize was won by Oldsmobile 
with its flashy poster, “Get In and 
Go,” while third award went to the 
Chesapeake & Ohio Railroad for its 
unusual design, “Sleep Like a Kit- 
ten.” 

Eleven other posters were given 

(Continued on Page 22, Col. 2) 


Advertising Assumes 


Important Place in 
Soap Giants Battle 


Expenditures and Sales Quoted in Hearings 
at South Bend 


South Bend, Ind., Nov. 8.— The 
three-cornered fight for control of the 
granulated household soap business 
of this country, and possibly that of 
Canada and England as well, took on 
a strong advertising flavor in the 
United States district court here 
when Lever Brothers Company pro- 
duced their records of advertising 
expenditures for Rinso and de- 
manded that Colgate-Palmolive-Peet 


Procter & Gamble Company in the 
federal court for the eastern district 
of New York, charging that Oxydol 
is being produced only by infringing 
patents used in the Rinso process. 
The national and international at- 
mosphere is heightened by the pres- 
ence of noted counselors-at-law. New- 
ton D. Baker, of Cleveland, former 
secretary of war, is directing the Col- 
gate attack. The legal staff of Lever 


. . . 
Rinso Advertising and the Results 
Equivalent in 

Pounds Small Rinso Value Advertising 
Year Sold Packages of Sales Expenditures 
OO Ae ee eee 8,853,000 25,988,000 $ 1,497,000 $ 562,000 
ee eee 12,063,000 35,582,000 1,955,000 1,107,000 
| Re era 17,850,000 52,132,000 2,545,000 1,189,000 
NG Nie a: 2-4Ge eRe 22,318,000 64,893,000 3,173,000 1,256,000 
ee Aver 23,305,000 68,248,000 2,213,000 1,207,000 
ee Ae ee 24,164,000 66,273,000 3,173,000 739,000 
Oe eee 34,189,000 91,170,000 4,266,000 1,126,000 
oo Pee eee 44,753,000 84,222,000 5,563,000 1,251,000 
IDBB, W66.2rr enn ss 55,416,000 99,549,000 6,687,000. <91;218,000 . 4 — 
AA es 80,118,000 143,348,000 9,739,000 1,697,000 
nF 5S 0 54s os 108,205,000 203,680,000 13,451,000 2,463,000 


Company and Procter & Gamble Com- 
pany do likewise. 

These two giants of the soap field 
are seeking to enjoin Lever Brothers 
from making Rinso, an alleged imi- 
tation of Super-Suds, by methods 
which, they charge, infringe upon 
patent processes originated by Col- 
gate and now owned jointly by it 
and Procter & Gamble. 

Attorneys for Lever Brothers con- 
tended that powerful advertising, 
rather than a mysterious manufac- 
turing formula, accounts for the suc- 
cess of Rinso and they threw open 
their books to sustain the _ point. 
Furthermore, they announced, Lever 


Brothers have filed suit against the 


Last Minute 


News Flashes 


A. N. A. Agency Compensation Study Ready 
New York Nov. 9.—Copies of the study of agency compensation made 
under the auspices of the Association of National Advertisers are being dis- 
tributed to members of the association this week. Copies will be available 


to non-members at the association’s 
at $10 each. 


offices, 330 W. 42nd St., on Monday 


Place First Copy for Burlington Zephyr 
Kansas City, Mo., Nov. 9.—Advertising of the Burlington Railroad’s 
Zephyr, first streamline train to go into regularly scheduled operation on 
this continent, will appear in Sunday papers in Kansas City, St. Joseph, 


Council Bluffs, Omaha and Lincoln. 


Placed by Reincke-Ellis-Younggreen 


& Finn, Chicago, it will announce inauguration of a 4:55 schedule between 


Lincoln and Kansas City, cutting two hours off the old time. 


Covered 


wagons and pony expresses will greet the Zephyr at various stops. 


Needham, Louis & Brorby Get New Libby Account 


Chicago, Nov. 9.—-Libby, McNeill 


& Libby have placed the advertising 


of their new line of homogenized fruits, vegetables, cereals and soups for 
babies with Needham, Louis & Brorby, Inc., Chicago agency. 


G. M. to Stagger New Model Introductions 


New York, Nov. 9.—The quarterly statement by Alfred P. Sloan, Jr., 
president of General Motors Corporation, announces a new policy to stag- 


ger 1935 model introductions. 


Certain new models will be presented the 


first of the year and others will be placed on the market in the late sum- 


mer or early fall. 


Brothers includes Horatio Ballan- 
tyne, advisory counsel for the parent 
company in England. Mr. Ballantyne 
told ADVERTISING AGE that the out- 
come of the case may affect patent 
claims in Canada and possibly in 
England. 

While the process of manufacture 
is the basic ground for the contest, 
the elements of advertising, sales 
promotion and packaging of the 
familiar granulated soap brands have 
become of first importance in the de- 
termination of the case. There has 
been presented in court a panorama 
of soap salesmanship and promotion 
in this country for the last fifteen 
years. 

The testimony indicated that 
Super-Suds and Palmolive Beads, of 
the Colgate - Palmolive - Peet family; 
and Selox, Ivory Snow and Chipso 
Granules, Procter & Gamble products, 
are all made under a process on 
which Colgate secured patents in 
1927, and which are now jointly 
owned by the two companies. 

The charge that Rinso is made 
under a similar process has been de- 
nied throughout the proceedings by 
Lever Brothers, who, at the same 
time, have attacked the validity of 
the Colgate patents. The court has 
intimated that should the decision 
find that Rinso is not an infringe- 
ment, validity of the patents will not 
be passed upon. Otherwise the entire 
structure of Colgate claims may be 
brought into question. 


Demand Colgate Figures 
Advertising and sales promotion 


were brought into the limelight 
through the contention of Lever 
Brothers that Super-Suds became 


popular only because of such promo- 
tion, and not primarily because of 
different and superior characteristics 
imparted by the manufacturing proc- 
ess. To sustain this argument, they 
have demanded the Colgate record of 
advertising and sales, while producing 
their own figures to show the steady 
(Continued on Page 30, Col. 1) 


ee Pn ae, we. soe OC EO ee se ee SR OC Me Ris Se ae ral Wate © Re hk a) SAAMI ae, Maes: fa ky ee coo Oo 7h ak ea Oe,” age ee Coe eg” RES J oeLey ed, SaUNL PL Ger nie COMMIT seen me AAD UE oe eI ia I te ae ee elk a A rye eee OR a en es SL a 
m ie a. ee ae a $ aS Wen # S * Ae eel ek tie ¥ ia Pe ay =) Mee Feet ' sf Be coat a Se oe toe “ee ca bene aes phe . 195 = at ala Ee vee wes: Ed =. ene i ov? fe Pa A: Cot ler oan ie ee er mes ; a 
- po ‘ an oN geet tute i Me i - he Ta Fy 2 ore Sora ‘ Bg”: ae ee ee Y 5 3 ae ie > fa a Ne ae as f 7 ae og ® Ws at ee ‘ Bip | i SO ell aa MF tO : ie Gea hint 
it NE Siar Po ee 7 NE PS eR RE FR AR ee eo Te ae Oe TER Pe RS ae ae 5 Rates ie 7 Biel art bee 
MH eae tc wee ele ire. : Pa ‘J fie: “a Ce St dak Uae oe ae ae” eee hem ae et ee as aed Nope te us Se A i at ee ee 1 Lee | hae a ye a eee oe oe 
a.) Pa eies ro ee a ee oa i ay : ed re iat ak 5 eo 7 ti ie ee “ * at pe 5 wet. ee ; me b mine paps: Pi, ll p q i $ : S * D ) y is 5 ; ‘ pe rs j 4 SE ea eke c eS 7 Be ey al 4 i ete hf ' “2 ite es : 

~ \ ae HAS ‘ 
aie He Taken 
q ‘\ hs . oie 
-.. ee Fx A 
&. is a 
i | wr : 4a hes ON 
a ‘ , “ee -— = < [> 
; a ee my 
‘ — 4 | t Reis 4 
Tory SiG LIBRA YoY », 
, —_ t . . 2 . A Res 
” ’YU Nia 
| ; OV LAS ISENEW YORK os 
N 
* 
3 . me: i 
; i: 0 pn, eet 
P4330" WEST iy 
4 ren alae le teat 
FORTY- = = 
ANS 20 © att: 
rk ey ee 
Bea ye Rat 
2 RE a ee 
R R tape eee 
ee mrmeee Fre rey 
: senna EEE Suenee 
. © rab 
‘4 _— Sn reowXwvOOWUO Rr nn em 
, Aer, cere 
J SS a apr ears. 
{ _ ae: ae ; 
. ie nA 4 bee 
ae ar Mie 
a: ae ne 
' | ee ae 
THOUSANDS HERE : WOOK DRUG STORES ee 
WW IRDUANAPOLS REPORT GREATEST eee 
: ENDORSE NDO-VIN ig ‘ SALES 1 aSTORY ; os oe 
1 a SSeS Tes BAe 
aR C= 
2 ‘ ‘ 
* es ee aah | a SSS 
‘4 seams tes . Seer SSS 
’ 4 1¥— J, -- id . gipinieniiedepalll a eee eee 
, | SASSS DEMS SELS SEL oe 
—e — Rises Sis 
Se: gael wag a eS ; 
Sah | eee ee adn “Fish Story” re oe 
a See See Ss OS , per aages. 
ars SSG so a ie Seah Comme 
Psy 3a eT A ae fee a he ; . Rice ay 
, C ioe led bre ee eee H a. 
: ae D\ Qe ere ee be gigs 
soutien Sarrtis ei geR boise s SSR a : —_—_—_—_-— ue ek eee 
= 4 SSE SSS aun 4 saab 
== (Og) (ACTUAL CASES) ES: ss hes _—— | = 
Pott ola Estes ete 2 et ad — 
{ Sesh ee ee SANG Par ai ior Eee Te « 
° Si zanss Pi SR ee? Ue SS are Ss ona ac ; 
S| lead any RS ae 
as 2 see seINDO-VIN 2S re eee ot 
‘ aS ae se ape oe ES ve Ere rae aT es eee Ses F aoa 
FFE —~ MMPREEN Senascoptes “Em oay Foe 
:~ Pet abies og MeL af 
<n See S OOPUMONRLE 0800 SRDS OS ge Ce mnem sages. 
ee a 
a | 
| 
| 
; 
g | | 
2W 
— ee | 
on 5 
‘ i gt 
rg eS. james 
r —_ — | a it he ae 
, a 
AOE Ti ee 
c Ss Saaabbels “pa 
T : dé. Aya’ 
Th DT oe oe ee 
a ea eta 
een es 
Bf coe 
rie gt ee 
Ne 
ae ae ae, 
fT 
ee 
——— — ee 
lle OO <<< 
| | 
i 
, ____— _ ee 
Ed 
atl = | PY 
} i 
| | 
pee ae eee 
| ee | 
| ee 
a | i sceniminansaaenliaiiaiamsitiaiataaiianeinpaiiiasa © | s 
is 
“ ok as, 
he hae 6) oe 08 
‘aes 
in Wea a age Bec fe Gi Sak ecg 
ey Rope aS Pe Se een = ae ; . ¢ bee 2 y / Z . - . ; : 4 , ‘ . . pee + oH i gay ae 2, Rey vig, = I 
EMRE Spe EERE SRR Ge RII ES SS RE Re Dm as RON Ai, ER OC ANA BER, ea SU Be ea cath | te hPa Uy cue CU “cai. MMe oI BS Wi Are ae ee OY SOIEE NON AUT Uae em NS “Ar athe ce Stk otto) aia ae a 
Bea ie ST RY Pape A a5 ae ee ee cae (7) seep SIN pe Tas UREN SO soe ee arteries 1 SRA aa Gale Cr art CLR el pease“ 8 AaB’ sty pe TR CR Aga OC MOP Ce Orde wie ey Wye RC cnet MEMES ieee ha Mic LC Peony Te Th RRO) Le DRT ARO an eae MOOR A Scenes RU ae Bars a ae A Cra 


ADVERTISING AGE 


November 10, 1934 


BEST PROSPECTS 


Men of mature age are the best prospects for 
quality merchandise and services. 


ENORMOUS = BUT 


The necessities and staples of life find their most 
profitable market among the masses of young mar- 
ried couples whose central interest is the operation 
and maintenance of their homes. Their combined 
buying power is enormous—but very few can buy 
the $500 ring; the $2,000 car; the $1,000,000 insurance 


policy. 


LIMITED BOUNDARIES 
Om 


The Cadillacs, Packards, Steinways, Air Condition- 
ing Systems, World Cruises are bought only by the 
men and women who have reached the Age of Plenty 


and are living within its limited boundaries. 


| ELECTED 


Each unit of THE QUALITY GROUP (Harpers, 
Scribner’s, Forum and Current History) is edited 
for intelligent people who have reached maturity, 


position and affluence. 


MARKET 


THE QUALITY GROUP reaches a sub- 
stantial part of the one market which no 
quality advertiser can safely overlook. 


is 
os 


THE QUALITY GROUP 


HARPERS MAGAZINE SCRIBNER’S MAGAZINE 
CURRENT HISTORY FORUM MAGAZINE 


997 FIFTH AVENUE, NEW YORK 


APING OF PURE 
READING MATTER 
CRAMPED BY ‘TIME’ 


New York, Nov. 8.—Although some | 
publishers are tightening restrictions | 
against advertisements which simu- | 
late editorial matter, publishers gen 
erally are far from agreeing as to 
the merits and demerits of such | 
copy. In some instances, there is the 
opinion that editorialized advertise- | 
ments are not at all objectionable. | 
The majority oppose them, however, | 
but not with the same vigor. 

Following a torrent of letters on | 


the subject, the majority complain- | 
ing against advertisements which 
masquerade as pure reading, Time 


this week announced new regulations 
governing reader advertisements, de- 
signed to make the character of the 
copy apparent at a glance, even 
though the eye misses the minute 
“advertisement” label. 

Inquiry did not disclose that other 
publishers were composing new rules 
for publication at this time, but it 
was indicated in some quarters that 
regulations already in force would be 
interpreted less liberally. 

The publisher of a leading women’s 
magazine, who preferred to state his 
views to his patrons privately, said 
he was doing his utmost to persuade 
advertisers that it was against their 
own best interests to attempt to trick 
the reader with editorialized adver- 
tisements. He lamented the circula- 
tion of reports that this type of copy, 
as used by H. J. Heinz Company and 
others, was proving unusually suc- 
cessful, and admitted that his argu 
ments against it were falling a little 
flat of late. 


Causes No Concern 


He also deplored the amiability of 
postmasters in other cities, and said 
that if his powers of persuasion did 
not bring better results he would 
adopt hard-boiled rules and enforce 
them. 

The publisher of another women’s 
magazine of equal prominence said 
the matter of editorialized advertise- 
ments was causing his organization | 
no concern whatever and that any- 
thing the postmaster approved in the 
way of copy technique was quite 
all right with him. 

Advertising men believe that edi- 
torial matter of the New Yorker is 
imitated more often, or that imita- 
tions of it are attempted more often 


than is the case with any one othe) 
magazine. 
This publication has solved its 


problem by encouraging imitation of 
the literary and pictorial quality of 
its editorial matter, while strictly 
prohibiting physical imitation. 

Among the regulations New Yorker 
advertisers must observe are prohibi- 
tions of the of the magazine's 
heading and body types and the in- 
clusion of a prominent signature. 
Also in the “shall-nots” are the rules 
that the work of artists and writers 
regularly contributing to the maga- 
zine’s editorial pages must not be 
imitated by cheaper talent employed 
by advertisers. 

If a New Yorker advertiser wishes 
to attract the following of a popular 
New Yorker illustrator or cartoonist, 
for example, he must employ that 
artist and not a_ substitute. The 
magazine’s advertising department 
not only gives its blessing to the 
practice but will even arrange for | 
the artist to call to talk it over. 


use 


New “Time” Rules 


rules are circum- 
vented by an advertiser who delivers 
his plate, properly marked “adver- 
tisement,” at the precise moment the 
forms are ready for the foundry, but 
the dodge can never be worked more 
than once by the same advertiser. 
Time regulations promulgated this 
week require compliance with any 
three of the following four rules: 
“No advertisement may use Time’s 


Occasionally the 


typography, either in text or head- 
lines. 
“No advertisement may use the 


HEAVY ADVERTISING FOR NEW PROCESS 


SoanyNacuum Announces 


REVOLUTIONARY DISCOVERY 
IN OIL REFINING! 


that will save Miltions of: Dollars Jor Motorists this Winter 


How Socony-Vacuum Clearosol Process 
purges Oil of Impurities...New Mobiloil 
Arctic Makes Winter Starting Much Easier 
... Lasts Much Longer...Cuts Repair Bills 


The Plain Facts speak for 

themselves. Socony-Vacuum 

Engineers say, “This is un- 

questionably the Finest Winter 
Oil in the World.” 


» the past, rehners ined ree 
wmpurnes with acid baths and fiver. 


Mobiloil Arctic 


WHAT MORILOM. AROTH 
s 


Now More thee Tver 
THE WORLD'S 
FINEST WINTER OIL 


SOCONY 


Typical newspaper copy featuring the new Socony Clearosol process 


of refining oil, which is running 


currently. Similar advertising is 


appearing in wnpamnes. 


Time double rule above or ara 
headings. 

“No imitative advertisement may | 
be printed without an enclosing black 
line. 

“Every advertisement 
Time-style shall 
‘advertisement’ 


in 
labeled 


written 
be plainly 
at the top.” 


Atlas M ines I ts 
Sales, Advertising 


Atlas Brewing Company, Chicago, 
has merged its advertising and coun- 
try sales departments under the di- 
rection of A. C. Klotz and J. H. Wes- 
ton. 

The company 
the assistance 
agency for 
to appoint 


is operating without 
of an advertising 
the present, but expects 
an agency Jan. 1. 


WTMJ Gets 5,000 Watts 


WTMJ, the Milwaukee Journal sta- 
tion, has been granted permission to 
use 5,000 watts, daytime, on the 620- 
kilocycle channel it occupies. | 


With Neen: & 1 Hedrick 


Arthur Harris, formerly with the 
New York office of Ferry-Hanly Ad- 
vertising Company, Inc., has joined 
Craven & Hedrick, New York, where 


he will direct the industrial and 
liquor division, having recently com- 
pleted a two-years’ survey of the 
liquor market. 


Macfadden Promotes 


William S. Carlisle 


William S. Carlisle has been ap- 
pointed Eastern advertising man- 
ager of Macfadden Women’s Group, 
with which he has been associated 


recently. Previously, he had _ been 
with Crowell Publishing Company 


12 years. 


Opens Promotion Office 


Helen Whiting Ferreyra has opened 
an office in Homestead, Fla., as a 
consulting home economist to pro- 
mote sales in the fields of lighting, 
interior decorating, textiles, foods, 
and electrical appliances. 


unfary. 


HOME + SERENADE 


Wen you're talking color 
in terms of a 680-line page, 
this price has an especial 


significance. 


"ASTD 


for a four-color insert, the 
lowest price in the woman's 
field for this page size— 
effective through July issue 
—circulation 1,300,000. Vol- 


1273 most profitable markets. 


Tower Magazines, Inc. 


* NEW MOVIE > 


Concentrated in the 


MYSTERY 


— 


TOWER RADIO - 
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- Rs ceca ae 
Se EE Sy eeaweur en NBC 
WBRC...... Birmingham .......... CBS 
“WAAB...... CTT OTe rere CBS 
*“WNAC...... SS ere ee CBS 
\Bridgeport ............ CBS 
WKE...... {New Haven............ CBS 
WBEN....... CE cacao eyoned NBC 
WGAR...... Peer eee NBC 
WFAA...... Peay ere rere NBC 
| ee NE Seeks cap aneen CBS 
! _ ree ee eee NBC 
WBAP...... eee MUN 6 otc akenes NBC 
ee oe NBC 
ee NE 055 pare eee NBC 
WFBM...... Indianapolis .......... CBS 
‘ . WOAr...... ee ere NBC 
J umbo, the biggest elephant in the herd, gets the crowd, °KFL hy nalts, +0503 NBC 
° Uf) Los Angeles........... NBC 
gets the interest, gets the peanuts. WHAS...... cok pease CBS 
,  ° See eres err ere NBC 
\. WESIWOUBO cbc cc aeees NBC 
Listed here are Jumbo stations—not necessarily WSM....... Nashville .......-.+++. NBC 
WSMB...... New Orleans .......... NBC 
because they have the most “watt” power but because WMCA..... ah. See CBS : 
WTAR...... EE its bowen eek NBC e 
they have the most sales power. *KGW....... Portland ..........06. NBC | 
. Sere eer NBC 
WEAN...... Providence ........... CBS 
° ° ee eS eer errrrer NBC 
Here are the stations that are getting the Jumbo share — ite. pated 
of the spot broadeastin business. Wernl...... San Antonio........... NBC 
P 8 oe PE eee se cxcedeeent NBC 
_ eee DE ecccacuesee pawn NBC 
a ake aet eee NBC 
And there’s a good reason— *KHQ........ Spokane ..........06- NBC 
ee PD bk ik dsneecede NBC 
WDAE...... rey CBS 
oman 4 ° > + Ne eee NBC 
they are also the stations that are producing KFH........ Wichita. ......s0ss0ses CBS 
Jumbo results for their advertisers. ALSO 
THE YANKEE NETWORK 
THE TEXAS QUALITY GROUP 
THE NORTHWEST TRIANGLE 
*Indicates stations located in same city under 
same management, 


Represented throughout the United States by 


EDWARD PETRY & COMPANY, INC. 
NEW YORK e CHICAGO e _ DETROIT 
SAN FRANCISCO 
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PINAUD TO TRY 
OUT AIR SHOW 


York, Nov. 8. 
of a radio program 
dozen CBS stations covering New 
England, New York and the coun- 
try west to Minneapolis and St. 
Louis is the first step in an ex- 
panded advertising activity by 
Pinaud, Inc., during 1935. It is the 
first radio program ever sponsored 
by the company. 

The first broadcast will be Dec. 
1, ten days prior to a rise in the 
price of Pinaud’s staple products. 
The program will be in the nature 
of a test to determine what medium 
of advertising will carry the brunt 
of the 1935 campaign. The Blaker 
Advertising Agency is in charge. 

On the half-hour beginning at 7 
p. m. each Saturday will be a series 
of dancing lessons conducted by 
Arthur Murray assisted by some of 
his feminine instructors who have 
been the featured personalities in 
consistent New York newspaper ad- 


New -Inauguration 


vertising by the Murray school. 
Earl Oxford, star of “Life Begins 
at 8:40,” the Chevaliers’ Octette 


A Graphic 
Explanation 
of Iowa’s 
October 
Business 


Advance 


@ Improving business in Lowa is 
firmly founded upon increased pur- 
chasing power plus a willingness and 
a need to buy. In Iowa today there 
exists an amazing market for all man- 
mer of goods from automobiles to 
barbed wire fencing. With farm in- 
come millions of dollars in excess of 
1933, the restrained buying desires of 


years have been unleashed. 


Alert advertisers know one certain 
way of reaching this rich and expand- 
ing market—through the quarter mil- 
lion circulation of The Des Moines 
Register and Tribune among lowa’s 


most able buyers. 


Des Moines 
Register and 


Tribune 


circu- 


million 


More than a quarter 


lation daily and Sunday—39% _ cover- 


age of lowa families. 


over about a} 


rest of the entertainment. 

Pinaud expects to make the 1935 
campaign considerably larger than 
that of 1934, according to Jacques 
Duvoisin, advertising manager. News- 
papers and magazines enter the 
plan, but whether they will supple- 
ment radio or vice versa depends 
upon results of the first several 
weeks of broadcasting. 


Feature Two Products 


The two principal products to be 
featured are Pinaud’s Lilac Vegetal 
and Eau de Quinine. In preparing 
|for the new program, the company 
has pointed out to dealers that the 
ten per cent price increase effective 
Dec. 10 will be made in order to 
maintain the quality of the staple 
items of the line. With the stabil- 
ized prices, backed by stronger ad- 
vertising, it promises dealers a 
faster turnover and increased vol- 
ume. 

In addition, it is introducing for 
consumer use an eyelash beautifier 
heretofore sold to beauty experts 
here and abroad. It is priced to re- 
tail at 35 cents a tube. 

Point of purchase material is be- 
ing prepared for direct tie-up with 
the radio program. Window and 
interior displays will feature a 
studio scene and a number of the 


and an orchestra will supply the | 


personable Murray dance instruct- 
ors. 

After three or four years absence 
from national advertising, the com- 
pany launched a campaign about a 
year ago, using magazines up to 
June. Posters in New York and 


Chicago have carried on since. 


MacAusland and Bowers 


Buy “‘Parent-Teachers”’ 

The National Parent-Teachers Mag- 
azine, formerly published by the Na- 
tional Congress of Parents and Teach- 
ers, has been purchased by a new 
company, MacAusland & Bowers, Inc., 
New York. The February issue will 
be the first under the new ownership, 
which guarantees a net paid circula- 
tion of 125,000. 

Earle R. MacAusland, formerly 
vice-president in charge of advertis- 
ing for the Butterick Company and 
also with The Parents’ Magazine in 
the same capacity, will be publisher. 
W. V. Bowers, formerly with the 
Curtis Publishing Company and for 
the past five years with Butterick, 
will be advertising director. 


| Adds 1,039 Dealers 


| With the addition of 1,039 new dis- 
|tributors and dealers since the first 
|of the year, the Chrysler Sales Cor- 
|poration distributing organization 
now has 4,057 units, the largest num- 
ber in the company’s history. 


CORN HOG 
PAYMENTS 


. 


First corn-hog payment 
installments totalling 28 
million dollars in Iowa were 
paid by the end of October. 
By the middle of this 
month 15 million dollars in 
second installments will be 
distributed and by the 
spring of 1935 over 30 mil- 
lion more is to be paid. 


IOWA CORN PRICES RISE 


CORN1932 CORN 1933 


CORN 1934 


Iowa corn today is worth 
more than twice what it 
Was a year ago, seven times 
what it was two years ago. 
Despite short crops (rather 
beeause of them) Iowa's 
corn crop is worth more 
this year than last. 


JOWAFEEDER CATTLE © IOWAFEEDER CATTLE fam 


Oe  — 


lowa is one of the two 
states west of the Missis- 
sippi river to show increases 
in the number of cattle 
shipped from other states 
for fattening in 1934 as 
compared with 1933. Eigh- 
ty-one million bushels of 
stored corn, abundant fod- 
der, and good pasture make 
possible for lowans to 
profit by cattle feeding as 
prices rise. 


IOWA’S RISING FARM INCOME 


‘285,000,000 *306,000,000 *350,000,000 


1932 1933 


loww’s rising farm income 
is made possible by advanc- 
ing farm prices and means 
greater purchasing power in 
the leading corn hog state 
of America. 


1934 


FOOD SALES RISE 


70 per cent of Iowa - 
cery jobbers reporting in a 
Des Moines Register and 
Tribune survey show gains 
of 25 per cent or better in 
business in the first nine 


MONTHS 


— ISTNINE 


1934 


months of 1934 over the 
same period of 1933. 


35-CENT SOAP 
REVIVED WITH 
ADVERTISING 


Roger & Gallet to Increase 
Effort in °35 


New York, Nov. 8.—Switching to 
the promotion of perfumes, eau de 
cologne and face powders, Roger & 
Gallet next year expect to increase 
their advertising appropriation by 
about 50 per cent following a highly 
successful campaign of 16 months on 
their expensive soap. 

The story of the soap campaign re- 
veals the power of national advertis- 
ing to retrieve an almost lost market 
for a product. The agency, Mar- 
schalk & Pratt, Inc., in the summer 
of 1933 conducted a test campaign 
in Hartford. This was expanded into 
a magazine drive which started in 
September last year and has con- 
tinued to date—the first national ad- 
vertising ever given the Roger & 
Gallet soap, although it had sold 
very well before 1929, possibly be- 
cause of the advertising devoted to 
others of the company’s products. 
From 1929 to 1933 the sales dropped 
almost out of sight. 

As a measure of the pulling power 
of the national advertising, repre- 
sentatives of the company note that 
in five months this year, sales of the 
soap mounted to within 6,000 dozen 
units of the all-time peak. 

Aside from the fact that the sales 
had previously shriveled to very 
small proportions, the high price of 
the soap at a time when low prices 
have been holding the spotlight 
makes the results the more signifi- 
cant. Formerly a 50-cent cake, the 
soap was reduced to 35 cents, but 
even so, was well above other qual- 
ity items in this field of competition, 
some other brands formerly selling 
for 25 and 35 cents having been re- 
duced this year to 10 and 15 cents. 


Changes Worrying Habits 


One theme developed throughout 
the whole campaign has been that 
women should cease worrying about 
what they put on their skins and 
give more thought to the way they 
take things off. In certain respects 
similar to the provocative Lux “cos- 
metic skin’ campaign, which ap- 
peared later, it was built to combat 
the destructive action of beauty prod- 
ucts manufacturers who have belit- 
tled soaps in various ways. 

The philosophy behind Roger & 
Gallet’s advertising was that a pure, 
bland soap is one of the best pro- 
tections for a normal skin. Abnor- 
mal skins might need something else. 
Copy spoke of obtaining a “heavenly 
skin” and “washing complexion sins 
away.” 

Publications which have carried 
the campaign are Christian Science 
Monitor, Harper’s, Junior League 
Magazine, New Yorker, Time and 
Vogue. The magazine insertions were 
of two columns. 

In placing the 1935 emphasis on 
other Roger & Gallet articles, the 
company is anticipating a big toilet 
goods year, reflecting a definite 
swing to the more popular priced 
merchandise, such as toilet waters. 
These items, too, afford somewhat 
longer profit possibilities. 


O’Neal Transferred 


Wendell O’Neal has been trans- 
ferred from the Dallas office of Beau- 
mont & Hohman to handle production 
in the Cleveland office. 


“Fur Farmer’? Resumes 

Fur Farmer Magazine resumed 
publication with the November issue. 
The publisher is Paull Publications, 
Seattle. 


Names Powers & Stone 


Florida Farm €& Grove, Orlando, 
Fla., has appointed Powers & Stone 
as Chicago representatives. 


a 


a 


Columbus Ad Club to 
Hear Life Termer 


Columbus, O., Nov. 8.—Dan 
Boggs, probably the most 
famous of all Ohio prison in. 
mates, who has conducted an 
unusual mail-order business 


from his prison cell here, wil! | 
tell the Columbus Advertising | 
Club all about it at the club’s | 
luncheon next Wednesday. 

Boggs, who is serving a life 
term in the country’s “literary 
jail,” is the first person in the 
history of Ohio penitentiary to 
be given permission to address 
a group outside the prison 
walls. 


Copy Warns of 
Danger in N. Y. 
Elevator Crisis 


New York, Nov. 8.—Advertising 
was brought into play this week to 
suggest to property owners and 
citizens in the New York area that 
an unusually severe transportation 
crisis stares them in the face, one 
that very obviously was not appre. 
ciated by most people. 

Elevator service in the modern 
city is taken for granted, but with- 
out it a skyscraper community can 
be entirely disorganized. The 400- 
line advertisement today in 13 
newspapers of Manhattan, Bronx 
and Brooklyn suggested that the 
threatened city-wide strike of ele. 
vator operators next Monday may 
do amazing things to New York life. 

The copy, headlined “A Crisis 
Confronts Us,” was signed by the 
Realty Advisory Committee on La- 
bor Relations, comprised of building 
owners. The advertising is the 
kind that waits upon actual devel- 
opments. No further copy is 
planned, unless future developments 
warrant it. The first insertion was 
placed by Chester Parish Associ- 
ates, advertising agency. 

The advertisement followed 4a 
strike of loft building elevator op- 
erators in the garment section a 
few days ago. Employes of firms 
in the buildings in many cases re- 
fused to walk up the many flights 
of stairs to their places of employ- 
ment and in other cases, being 
union members, sympathized with 
the strikers. 

Following the success in that sec- 
tion of the city, union organizers 
publicly announced a citywide strike 
to be called Monday if their de- 
mands were not met by _ building 
owners. So far no agreement has 
been reached. 


Blanchfield and Weary , 
on Staff of “This Week’ 


Walter Blanchfield, formerly with 
Conde Nast Publications, and L. A. 
Weary, formerly with Hearst Comics, 
have joined This Week, New York. 

Mr. Blanchfield will serve on the 
Eastern sales staff. Mr. Weary }§ 
attached to the Detroit office. 


HEATING 


Leads All Other Loans 
Under the New 


FEDERAL HOUSING ACT 


Latest Washington figures 
Housing Act show 17.71 per cont Sad 
loans go for the modernizing and Tog jobs, 
ing of heating systems. Out of 5,6- 

997 covered heating. 


Whether or not you obtain your share of 
this business depends on two things: ona 
ing your present dealers on their soeeatial 
having proper access to desirable, pot 

dealers. The most economical wey 
complish this is by placing your * 


AUTOMATIC HEAT 
and AIR CONDITIONING 
The only paper in this industry reaching 
all classes of dealers 
AUTOMAT'C HEAT and AIR CONDITIONINY., 
irl cago. 
1900 Prairie Avenue 
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November 10, 1934 


ADVERTISING AGE 


More buying power to you — Thanks to 


HESE LEADING AMERICANS 


30 YEARS 


Mr. and Mrs. Thomas Morton 


Why do we call the Mortons ‘‘These 
Leading Americans”? Because 
they’re in the age range of the 30’s 


and 40's. 


new consumers’ market has devel- 


Since the depression, a 


oped. For the most part, it is made 
up of men and women, like the Mor- 
tons, in their 30’s and 40’s. Econo- 
mists say such people are now earn- 
ing the bulk of America’s income. 
Unquestionably, they have the money 
to buy. And what’s more important: 
Confident of their futures, they have 
the inclination to spend. 


CHICAGO AMERICA 


and Family 


The Chicago American has more con- 
centrated circulation among These 
Leading Americans than any other 
paper in Chicago. And naturally so. 
The American is edited for men and 


women who want terse, accurate news 
and dramatic picture presentation. In 
a word, readers who want action in 
their newspaper. They get action in 
the American. They give action to 
Chicago stores. 


We know that advertisers get action 
from the American. The substantial 
linage gains for the first 9 months of 
1934 prove it. The American led all 
Chicago daily newspapers in Total 
Paid Advertising GAIN — over one 
million lines gain as against a loss of 
88,150 for the second evening news- 
paper. 

A word to the wise is—Advertise to 


The Leading Americans. They mean 


business. 


--- more Buying Power to you 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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CAMPAIGN ON 
MAHOGANY 10 — 


| 


OPEN IN 1935 


Chicago, Nov. § 
ufacturers 
the 


sive 


Consumers, man- | 
will be told 
in an inten-| 
educational advertising and} 
campaign starting early in 
1935 under the auspices of the Ma- 
hogany Association, Inc. It is the 
association’s first advertising effort 
of wide scope. 

The association of American saw- 
mills and veneer mills manufactur- 
ing mahogany and mahogany veneers 
will concentrate its promotion efforts 
in trade, class, general and women’s 
magazines, according to present 
plans, which are in a tentative state. 
No agency has been appointed as yet, 
and the appropriation has not been 
decided upon. 


and dealers 


story of mahogany 


sales 


Featured in the campaign will be 
the old world finishes recently de- 
veloped by the trade, which enable 
manufacturers to produce mahogany | 


pieces, George Lamb, secretary of the | 


association, told ADVERTISING AGE. 

The campaign will seek to find new 
markets and develop old markets for 
the tropical emphasizing the 
value of genuine mahogany in con- 
trast to a number of woods “doctored 
up” to resemble the original. 

Not more than 20 to 25 per cent of 


wood, 


wood classed as mahogany is used in | 
although | 


furniture markets today, 
there has been a comeback since the 
war, according to Mr. Lamb. 

Copy is expected to emphasize the 
following claims for genuine mahog- 
any: stability, or lack of shrinking, 


strength, its favor with cabinet mak- | 


ers, resistance to chipping and split- 


ting, and its ability to take a fine 
finish and to acquire a rich patina | 


through the years. 

Properly finished 
any brings out the grain of the wood, 
and not require the frequent 
polishing and dusting necessary un- 
der methods of finishing such as were 
used in the Victorian era when wood 
was given too dark and glossy a 
stain, Mr. Lamb pointed out. 

A general booklet relating the ro- 
mance of mahogany and _ develop- 
ments in design, finishing and proper 
drying will be made 
trade and public through the adver- 
tising. 


does 


genuine mahog- | 


available to} 


GENERAL’ HEATING OILS 
for Automatic Burners, Home Heaters, 


} Apartment Houses, Office 


TACOMA PACIFIC FUEL CO, 115 Puyallup Ave. Phone Main 6110 
ALNT CITY TRANSFER, Meeker Street Phone 105 


Advertisement of General Petro- 
_leum Corporation in newspapers 


heating oils. 


the renewed popularity and demand 
for furniture styles historically made 
in mahogany, as evidenced by in- 
terior decorators’ interest in 
Georgian furniture shown in the 


on the West coast, featuring its | 


Lamb. Decorators and consumers 
alike evidenced a growing interest 
in Chippendale, Hepplewhite and 
Sheraton furniture of the Georgian 
period, as well as the post-primitive 
Colonial furniture, largely made of 
mahogany, he asserted. 

Not all of the association’s activity 
will be centered on repopularizing 
mahogany as a wood for furniture, 
however. A study of possible mar- 
kets has just been completed by the 
association which reveals many here- 
tofore unthought-of fields for the 
wood, ranging all the way down to 
its use in caskets. 

D. H. Allen, New York, of the Otis- 
Astoria Corporation, is chairman of 
the association’s advertising commit- 
tee. Other members are E. B. Ford, 
in charge of New Orleans operations, 
Mengel Company, Louisville, Ky., and 
Stewart Smythe, Stewart Smythe 
| Company, Philadelphia. 


’ 
Lopeman’s New Work 
Walter E. Lopeman, formerly of 
Campbell-Ewald Company, has joined 
the creative and advertising staff of 
Sales Necessities Company, Detroit. 


Representatives Move 

Paul Block & Associates have 
moved their San Francisco office to 
The phone 


model homes at A Century of Prog-|the Monadnock Bldg. 
furniture with the beauty of museum The advertising will capitalize on | ress exposition, according to Mr.! number is Sutter 5740. 
a. 


The 


Branch Offices . 


Few people realize the extent to which skill enters in the making of 
an electrotype. As one sees batteries of immense presses, rows upon 
rows of other machinery in the vastness of the Rapid plant, the 
, impression is that this is electrotyping reduced to line production. 


But here and there machinery must give way to the skilled man 
with a tool in his hand — for flashing, guarding, building up, rub- 
bing, measuring, leveling, checking, tooling. In the Rapid plant 


artist and machine work as team mates in the swift production of 
“custom-made” electrotypes. 

This explains the amazing way in which Rapid can make and 
ship the enormous volume of electrotypes that pass through the 
plant each day. It explains, in part, the service that Rapid can 
render advertising agencies and their clients in taking over their 
entire electrotype problem, making and shipping the plates as re- 


quired -- whether 


one or a thousand 


The Largest Plate Makers in the World 


NEW YORK * CHICAGO :- 


PHILADELPHIA 


- promptly and dependably. 


RAPID Chita 


CINCINNATI 


Sale Heralds % 


A. & P. Return 
to Cleveland 


Cleveland, O., Nov. 8.—The Great 
Atlantic & Pacific Tea Company 
popped back into the competitive 
food circle here on Wednesday with 
a vigorous “Re-opening Sale,” fo}. 
lowing a nine-day period in which 
stores were closed. 


Newspapers, radio, circulars and 
store window cards told of the com. 
pany’s return to Cleveland. Heayy 


advertising of A. & P.’s competitors. 
which carried through the week 
after closing, continued this week 

Settlement of the union strife 
which forced the closing on (et 
27, came after the national labor 
relations board called the opposing 
sides to a conference in Washing. 
ton on Oct. 30. At that time a 


tentative nine-point agreement was 


drawn up. This was ratified by 
local unions late last week and the 
A. & P. announced its acceptance 
soon after. Re-opening plans were 
then speeded. 

Employes were called back to 


work on Monday. Immediate restock. 
ing of the stores was begun and, as 
featured in the “re-opening sale” 
announcements, all perishable mer. 
chandise was replaced with a com. 
pletely new stock. It was also neces. 
sary to restock the Cleveland ware- 
houses since large shipments had 
been made out of this territory to 
Pittsburgh. 

Large window posters were first 
set up in all closed store windows 
to announce that a settlement had 
been reached and asking the public 
to watch the daily papers for future 
announcement regarding’ the 
opening. These were replaced by 
other posters on Tuesday definitely 


re- 


announcing the opening date as 
Wednesday. 

Double page advertising was used 
in the Cleveland Press and Cleve: 
land News on Tuesday and _ the 
Cleveland Plain Dealer on Wednes 


day apprising the public of the re- 


opening and featuring the fresh 
stocks. The initial newspaper ad- 
vertising was followed up with 
single page insertions on Wednes- 
day. Increased schedules are also 
in view for the immediate future. 

A total of 350,000 circulars were 


delivered to doorsteps, and several 
spot announcements were used over 
local radio stations. The A. & P. 
Gypsy Hour was also used to pub- 
licize the opening. - Practically all 
weekly newspapers of Cuyahoga 
County were utilized. 


Hearst Papers Move 
The Hearst Business Magazines, 
Motor, American Druggist and Amer 
can Architect, are moving to 572 
Madison Ave., New York. They were 
formerly located at 57th St. and 
Kighth Ave. 


Donahue & Coe Expand 


Donahue & Coe, Inc., New York, 

: ° qo 

general agency established in 192%. 
has leased the entire 26th floor 0! 


the RKO Bldg. in Rockefeller Center. 
The new quarters will be occupied 
about Jan. 1. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING ——— 
MEN'S FASHIONS AND —_— 
PHOTO - RETOUCHING ——— 


Dept. L. V., 116 S. Mich. Blvd., Chicag° 


ATLAS PHOTO 


THREE LOCATIONS 


CO. 
47 
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ADVERTISING AGE 


ompulsory 
ombination Racket 


, Started In Boston 


‘ Allyn McIntire, President of the Association of National Advertisers, principal speaker at 
: the Audit Bureau of Circulations Conventionin Chicago last month, fired some hot shots at the 
Publishers who have failed to meet the demand of advertisers for the elimination of FORCED 
. CIRCULATION. He quoted the resolutions on FORCED CIRCULATION, adopted at the 
Z Convention of the A. N. A. in Chicago last June, and said that since then the situation has not 
improved but has been aggravated. 


- The FORCED CIRCULATION to which President McIntire objects is usually secured 
0 by one or more of the three following methods: 


1—Compulsory Combinations 


i Morning and evening newspapers which advertisers are forced to buy in combination, but which 
0 readers buy separately, thus pyramiding circulation figures without multiplying the buyers. This 
scheme “burns up” President McIntire, because the advertiser must pay for the total circulation of 
8 morning and evening editions, despite heavy duplication of readers. In the case of the Boston 
d Herald and Boston Traveler, a survey financed by all the Boston newspapers showed that 37.36% 
of its morning readers also buy its evening editions, yet the advertiser must pay for all this dupli- 
cation. The compulsory combination scheme started in Boston many years ago, and grows worse 
y as it grows older. In one city near Boston all national advertisers are now forced to buy a 
y FOUR-PAPER COMPULSORY COMBINATION. 


2—*Premium Bought’? Subscribers 


who are induced to take the papers, not by reader preference, but to get cheap “Gimcracks” given 
. as a reward for subscribing to the papers. During the past two years the Boston Herald and the 
h Boston Traveler added 641,632 subscribers by such means. Experienced advertisers know that 
“Gimcrack” subscribers are not worth good advertising money, yet this compulsory combination 
tries to palm them off as QUALITY readers. This is one of the most vicious types of FORCED 
e CIRCULATION. 


? 3—Pre-Dates and Multiple “‘Street’’ Editions 


One of the so-called evening newspapers of Boston publishes its first edition at 8:15 A. M. and 
follows this up with eight later editions at intervals of about one hour each. Before 5 P. M. they 
go to press with the final edition, which is a pre-date of the following day. Transient street sales, 
secured by sensational headlines, set in “war-time” gothic type, have little value to advertisers. 


| The Boston Post ALONE of all Boston newspapers with large circulation, is the answer to 

President McIntire’s prayer. Without any forced circulation schemes whatever, it has by far 
the largest net paid sales of any daily newspaper published in 
. Latest Average Net Paid New England, a reliable home-delivered paper, with ONE edition, 
Daily Circulation Audits and with no self-duplication. It has never given premiums or 
used high-pressure methods to secure subscribers. 


Che Boston Jost The Boston Post has 64,000 more net paid each day than all the 


—_——S 


morning and the evening editions of either of the COMPULSORY 
: 343,793 COMBINATIONS. 
MORNING GLOBE 131,093 The Post coverage of more than a third-of-a-million families is 
| EVENING GLOBE 136,042 a market which is BETTER-THAN-AVERAGE. You can build : 
, MORNING HERALD _ 119,647 a very successful sales campaign in New England through The | a 
EVENING TRAVELER 160,076 Boston Post ALONE, without paying for a lot ofp DUPLICATED : 


FORCED CIRCULATION. 


be Boston Bost 


New England’s GOOD MORNING for 103 Years! 
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Liquor Repeal 
Wins 6 States; 
Kansas Adamant 


Chicago, Noy. 8&.—TIncomplete re- 
turns show that six of seven states 
voting on proposals to legalize liquor 
this week have gone “wet.” Kansas, | 
once the stamping-ground of Carrie 
Nation, was the only state in which 
prohibitionists built a dike strong 
enough to resist the wet wave. 

States voting for repeal amend- 
ments were West Virginia, Florida, 
Idaho, Nebraska and South Dakota, 
while Wyoming approved a referen- 
dum starting the machinery for ulti- 
mate legalization. 

Twenty-eight states now allow the 
sale of liquor. Two more, Maine and 
South Carolina, some time ago took 
preliminary steps in this direction. 


Sales Executives Elect 
Eight New Members 


Bringing the membership up _ to 
the 300 limit, the following sales and 
advertising executives have been 
elected members of the Sales Execu- 
tives Club of New York to fill eight 
vacancies, according to J. H. Moore, 


| Davis & Platte, Inc.; 


London House, Ltd., chairman of the 
membership committee: 

H. R. M. Clee, G. P. Putnam’s Sons; 
John W. Darr, public relations coun- 
sel; E. D. Hill, McCann-Erickson, 
Inc., F. E. Pearsall, Campana Cor- 
poration; F. A. Platt, Anderson, 
R. E. Rindfusz, 
Periodical Publishers Association; 
kxvan S. Rusher, Propper-McCallum 
Hosiery Company, and Harry Sim- 
mons, The Heinn Company. 


Engelhardt and Drake 


Join Dunham Agency 


Al J. Engelhardt and John B. 
Drake, widely known advertising 
executives, have joined the John H. 
Dunham Company, Chicago agency. 

Mr. Drake has been with George J. 
Kirkgasser & Co. and Campbell- 
Ewald Company. Mr. Engelhardt 
spent many years with Erwin, 
Wasey & Co. 


Ant Trappers Appoint 


The Soilicide Laboratories, Upper 
Montclair, N. J., maker of the T A T 
Ant Trap, have appointed Redfield- 
Coupe, Inc., New York agency, to di- 
rect advertising. Magazines will be 
used. 


J. M. McMurray Dies 


James M. McMurray, 74, business 
manager of the Bloomington, IIl., 
Daily Pantagraph, died Nov. 5. 


AH, CORONA CORONAS ON |, 
THE TABLE AGAIN | 
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many others can tell you. 


BEETLEWARE 


YES SiR. THAT BEETLEWARE 


BACK THE GOOD OLD DAYS i 
LEY, ~¥ 


HAT is this power that Beetleware premiums 


have over women? Maybe it’s their many gay 


china, not metal, but an entirely new material. No 
matter— the fact remains that they have all America 


mailing box-tops as General Foods, Ovaltine and so 


Try a Beetleware premium for your product. A bis- 
cuit cutter, egg separator, bubble pipe or what have 


you. Just ask us to send you a catalog, or better yet, 
a salesman. You'll find dozens of new ideas that 
haven‘t yet been used ... that are ready to do a job 
at a modest price for the first comer. Or, if you wish, 
we'll make up your own idea. 


Beetlewa 


of American Cyanamid Company 


30 Rockefeller Plaza, New York City 
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DIVISION 


ASSIGNMENT OF 
WAGES SUBJECT 
OF SHOE COPY 


Manufacturer Buys Page to 
Tell Stand 


Binghamton, N. Y., Nov. 1.—Tak- 
ing a full page in local dailies to ex- 
press its views, the Endicott-Johnson 
Corporation has announced to its 
employes and the public that it is 
“fed up” with executing garnishee or 
wage attachments. From now on 
each worker must settle with his 
own creditors in his own way, and 
the worker will be suspended until 
he can settle with his creditors and 
remove the garnishee or assignment. 

Retailers, among others, are thus 
placed in the unenviable position of 
causing a man to lose his job tem- 
porarily while attempting to collect 
debts under the New York state law, 
which is severely criticized in the 
advertisement of the shoe manufac- 
turer. 

The company’s anger over the sit- 
uation reached the boiling point 
when it discovered that 150 garnishee 
attachments had accumulated in its 
offices, with the company expected to 
do the work of collection. 

High-pressure advertising, install- 
ment buying and _ super-salesmen 
come in for a share of the company’s 
wrath: 

“Many of the garnishees are to col- 
lect for so-called ‘luxuries,’ which the 
worker has been induced to buy on 
the installment plan, through clever 
advertising, or by high-powered sales- 
men,” the copy said. “The purchase 
price is always high, because of the 


expense involved in this form of 
selling. When the garnishee reaches 


us, costs have been added which may 
double or treble the amount which 
the worker agreed to pay. -In many 
instances these garnishees' are 
against workers with large families 
and many other obligations.” 


Company Fought Law 


The advertisement levels many 
charges against the theory of the 
present state law, one of which is 
that “credit establishments inveigle 
workers to purchase luxuries, at high 
prices, relying on the fact that they 
are steadily employed by a concern 
paying high wages, from whom they 
may collect.” 

From the very first, the advertise- 
ment points out, the company fought 
the law, going down the line to the 
highest courts, only to be beaten. 
Unless the law is changed, a large 
force of workers would soon be 
needed to see that money is deducted 
from workers’ wages and sent to 
creditors, and a large number of 
workers will be working for their 
creditors, the company asserts. 

“For our part,” the company con- 
cludes, “as a democracy of working 
people, we are all ‘fed up’ and 
through with it. We are not willing 
to make the cost of collecting these 
debts a part of our shoe costs. We 
are not willing that those who work 
and pay their bills shall be assessed 
to pay such charges as these gar- 
nishee and wage attachments. And 
so, this notice. On and after Nov. 1, 
1934, no garnishee executions or 
wage assignments against our work- 
ers will be executed in our office or 
by our officials.” 

“In the future the worker will be 
suspended until he can settle with 
or satisfy his creditors and the gar- 
nishee shall be removed. What we 
owe him for labor performed he will 
receive and thereafter do his own 
business in his own way,” the adver- 
tisement concludes. 


Firestone Series Starts 


Richard Crooks and Gladys Swarth- 
out of the Metropolitan Opera Com- 
pany and Nelson Eddy will be fea- 
tured in the new winter series of 


Voice of Firestone concerts to be in- 
augurated over the NBC-WEAF net- 
work on Monday, Novy. 
p. m., EST. 


12 at 8:30 
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ihe newspaper advertising 

which ran in Harrisburg, Pa., last 

week-end, backing up a mail sam- 

pling campaign in which a two-for- 
one offer was made. 


Heads Outdoor Unit 
of Donahue & Coe 


Robert E. Zipprodt, for the past 
two years head of Boyle, Zipprodt 
Corporation, general advertising 


agency, has joined Donahue & Coe, 
Inc., New York, in charge of the 
agency’s. outdoor advertising depart- 
ment. 

For more than ten years Mr. Zip- 
prodt specialized in national outdoor 
advertising, having been with Gen- 
eral Outdoor Advertising Company 
and later The Reddington Agency, 
Inc. 


Buys Inventories 


The American Type Founders 
Sales Corporation has bought a large 
proportion of the inventories of the 
Wanner Company, Chicago, Kansas 
City Printers Exchange, and Des 
Moines Printers Exchange. 


“Character” Starts 


Character Magazine, devoted to the 
mental development of children, has 


been announced by the Religious 
Education Association, 59 E. Van 
Buren St., Chicago. It will appear 


bi-monthly. 


Engages Designer 
The Bigelow-Sanford Carpet & Rug 
Company, New York, has engaged 
Sergei Soudeikine, noted stage-sce- 
narist and muralist, to design a 
series of novel rugs in the modern 
manner. 


Greist Makes _ 
Affiliation 
With Gardner 


Chicago, Nov. 8.—-E. Harold Greist, 
who recently formed a general adver. 
tising agency in Chicago under his 
own name, has affiliated with the 
Gardner Advertising Company, of St. 
Louis, the new name being Gardner. 
Greist Company. 

The new arrangement places the 
resources of the Gardner Advertising 
Company behind Mr. Greist. At the 
same time it gives Gardner represen. 
tation in Chicago, after an absence 
of several years. Gardner operates 
branches in New York and Louisville 
and has affiliated offices in four Pa. 
cific coast cities. 

No change in personnel will be 
made for the present, the Gardner. 
Greist Company retaining offices at 
135 S. LaSalle St. Its principal 
client at the moment is American 
Rolling Mill Company, Middletown, 
O., which may augment its advertis- 
ing program as the result of a net 
profit of $1,453,919 for the first nine 
months of 1934. This contrasts with 
a loss of $312,253 for the correspond. 
ing period of 1933. 

Victor Fabian, for many years 
advertising manager of Colgate 
Palmolive-Peet, is a member of the 
Gardner-Greist organization. 


Athletic G ‘esis 
Labels Specified 


The athletic goods distributing and 
wholesaling trade will be included in 
the group of industries for which 
quality labeling is recommended by 
the NRA. Specifications are requested 
to be filed for quality standards for 
baseballs, footballs and playground, 
soccer, basket and volley balls. 

Labeling requirements are included 
in the prohibition that the stamping 
of the terms “Official,” “Official 
League,” ‘National League,” or 
“American League” on other than the 
makers’ best quality baseballs may 
not be permitted unless the products 
come within the specifications of the 
standardization committee. 


Distillers Elects Taylor 


Edwin Taylor, formerly executive 
vice-president of General Foods Cor- 
poration and several years ago in 
charge of its advertising and sales, 
has been elected vice-president and 
director of Distillers Liquor Corpora- 
tion, New York. 


HOME + SERENADE - 


_ a lowest rate per thou- 
sand for color of any maga- 
zine in the woman's field 


using this 680 line page size 


93.357 
34375 


1,300,000 circulation 
1,273 profitable markets 
COMPARE! 


Tower Magazines, Inc. 


NEW MOVIE - 


PER THOUSAND 


PER PAGE 


TOWER RADIO + MYSTERY 
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es, that is exactly what happens— 

copy just can’t avoid being con- 
spicuous in Metropolitan Weekly 
Gravure or Metropolitan Weekly 
Comics. The very nature of these 
attractive sections makes it impos- 
sible to bury advertising. 


Surveys were made among 12,700 
persons reading 17 newspapers in 12 
cities to secure a comparison of read- 
er attention value per column inch of 
advertising. Rotogravure ranks as a 


Metropolitan Weekly 
@ | Yavure 
eCOmics 
ecolor 


SAN FRANCISCO 


- baltimore sun-boston globe - 
buffalo times «chicago tribune 
cleveland plain dealer-detroit news 
new york news«philadelphia inquirer 
pittsburgh press-washington star 

est.lovis globe- democrat + 
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MAIN NEWS SPORTS SOCIETY 


COMICS 


lusty first and comics a strong second. 


Both of these are the really vital sec- 
tions of a newspaper, delivering to 
the national advertiser the most ef- 
fective newspaper printing, coupled 
with the power of intensive local 
coverage. Small wonder that adver- 
tisers are turning to Metropolitan to 
do a concentrated job of sales and 
advertising. 
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Industry Advertising Comes Back 


Cooperative advertising in behalf 
of an entire industry was formerly 
one of the most important activities 
in the field. During the depression 
years most of these campaigns dis- 
appeared, individual requirements 
taking precedence over industry ob- 
jectives. It is an indication of a re- 
turn to more nearly normal condi- 
tions that group advertising is again 
coming to the fore. 

In the November 3 issue of ADVER- 
Tisinc Ack, for example, the follow- 
ing cooperative programs were re- 
ported: renewal of campaign for 
Financial Independence Week on be- 
half of life insurance; new campaign 
for radio manufacturers to replace 
obsolete receiving national 
campaign for gas appliances to be 


sets; 


sponsored by American Gas Associa- | 


drive 
of 


FHA 
revival 


tion, in connection with 
for home modernization; 


campaign of Typewriter Educational | 


Research Bureau, to develop home 
market for writing machines 
This returning activity—and the 


campaigns mentioned are of course 
but a few of those which are actually 
in progress or are under discussion 
of at least two fac- 
tors: one is the improvement in busi- 
ness and sales opportunities which 
justify extending advertising effort 
beyond immediate individual require- 
ments, and the other is the recogni- 
tion on the part of manufacturers in 
many fields the importance of 
joint action to advance the interests 
of the industry as a whole. 

In some cases, as in the laundry 
field, where the American Laundry 
Machinery Company has sponsored 
advertising in behalf of its custom- 


—is significant 


of 


ers, the laundryowners, industry ad- 
vertising is undertaken by single 
| companies, but in most instances the 
/task must be assumed by all of those 
| who may be expected to benefit from 
its results. Thus organization effort 
|is required, and greater difficulty is 
| obviously experienced in bringing to- 
| gether all of the groups concerned 
‘than is needed to develop a campaign 
|for a single advertiser. That this 
jagain can be successfully accom- 
| plished is one of the most heartening 
indications of the restored morale 
|of American business. 
| Perhaps the discussions of in- 
| dustry needs and objectives devel- 
;oped during the NRA code discus- 
|sions may be credited with some of 
| the current interest in cooperative 
| advertising. Many of the codes pro- 
vide opportunity for this kind of ad- 
vertising; at any rate, it is evident 
that business men more than 
ever interested in working together 
for the successful solution of their 
common problems. 

Changing and broadening markets 
will create opportunities for the suc- 
cessful application of industry adver- 
tising in the period just ahead. We 


are 


may therefore confidently expect to 


|see many interesting developments 
of the cooperative advertising idea. 
| Many old campaigns will be revived, 
/many new ones launched; and some 
lagging industries, whose members 
are finding sales promotion difficult 
/ because of fundamental difficulties, 
will look to advertising to simplify 
their tasks, and to provide a_ back- 
|ground for more profitable advertis- 
| dae in behalf of their 
| units. 


individual 


Setting New Standards for Copy 


Although many of those who were 
most familiar with the Harvard Ad- 
vertising Awards established by the 


late Edward Bok believe that they 
failed to accomplish the results 
which Mr. Bok had in mind, there 


seems to be no doubt that the gener- 
ous prizes which were offered, as 
well as the distinction which they 
conferred, stimulated professional 
progress in the execution of copy, 
art and typography for publication 
advertising. 

Paul B. West, managing director of 
the A. N. A., put forward a highly 
interesting suggestion in his talk at 
the opening of the outdoor advertis- 
ing art exhibit in Chicago this week 
when he urged that awards in that 
field be made after the establishment 
of exact standards 
copy. 


more for poster 
His suggestion is perhaps an 
of the method 
be employed in all 


indication 
might 


which 
competi- 


tions having to do with the bestowal 
of prizes for advertising exhibits. 

It is not always possible to deter- 
mine by casual inspection which ad- 
vertisement of many “best,” 
judged by individual standards, nor 
Which is best in terms of results, 
since the latter are not always avail- 
able and in many cases cannot be 
measured. But it should be possible 
to write a more exact formula as to 
What constitutes a good advertise- 
ment not only in the outdoor me- 
|dium, where special considerations 


is 


tion field. 
Awards for excellence in advertis- 
ing are stimulating and give distine- 


tion that is too infrequently con- 
ferred on able creators of advertis- 
ing; they can be made even more 


productive if more exact standards 
|can be set up for judging the results 
of their endeavors. 


must be met, but also in the publica- | 


NOW, WHEN IT COMES 


TO SALESMANSHIP— 


—— 


—The Saturday Evening Post 


"| started to give him a ticket and he sold me this." 


~ Voice of the Advertiser 


It Has Regained Its 


Attractiveness Now 
To the Editor: One of the first 
things that attracted me to ApDvVER- 
TISING AGE was not the news content 
—because at that time you 
jhave the interesting newspaper you 
now have. It was the wonderful first 
page column written by one of your 
news gatherers. 
Your paper has grown 
tent that I find it one of 
interesting of any similar 


to the ex- 
the most 


attractiveness, however, by 
ithat column off of the first page. In 
|my opinion it was easily the best fea- 
/ture you had and I don’t like to have 
Ito hunt all through the paper to find 
lit. G. L. PAYNE, 
|Owner and Publisher, San Jose News, 
San Jose, Cal. 


. > ¥ 


Copy for Pennzoil 
Prepared by Mayers 


To the Editor: May I correct an 
impression created by a story in your 
Oct. 27 issue entitled “Pennzoil Ties 
Up with Record Run of M-100001.” 
The story states “550-line advertise- 
ment prepared by Ruthrauff & Ryan 
appeared in the World-Telegram.” 

The advertisement referred to was 
prepared by The Mayers Company, 
Inc., Los Angeles, agency for Penn- 
zoil for the eleven Western states. 
It was placed in 45 newspapers 
throughout the West, well in ad- 
vance of the run of the train, and 
extra headline mats were provided 
that no matter what time the 
train made, the newspapers had the 
correct mat to insert. All the after- 
noon papers on our newspaper sched- 
ule ran the ad on the same day that 


50 


* 
x 


MY 


j 


did not. 


publica- | 
|tions. I think it has lost a lot of its | 
moving | 


the train arrived in New York. Ex: | 


tra mats of the ads had been fur- 
|nished to the Oil City office of The 
| Pennzoil Company, and one of these 
|} was placed by Ruthrauff & Ryan in 
| the New York World-Telegram. 


HENRY MAYERS, 
The Mayers Company, Inc., 
Los Angeles, Cal. 
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Los Angeles Says 

| It Can Take lt 
To the Editor: We are enclosing 

|}a photograph of a billboard which we 


|think might be of interest to you. 
Local radio advertisers are faced 
|; with the possibility of having to 


change time with little or no notice, 
due to chain programs. 

With this unpleasant thought in 
|}mind, we prepared advance publicity 
!which included posters—service sta- 
tion signs, newspaper advertisements 
and teaser radio announcements 
| which were placed prior to the first 
| broadcast. Two weeks before the first 
|program went on the air, Los An- 
geles awoke one morning to face the 
Old Witch shown in the photograph, 
hurling at them the challenge “Can 
you take it?” from posters through- 
out the city. 

Although the program has only 
been on the air a few weeks, we be- 
lieve that it has such a following 
due to this advance publicity that 
should it be necessary to change 
time, the audience would immedi- 
ately follow the program to a new 
period. 

Color scheme on the board em- 
ployed the use of green in various 
ghostly shades with spots of red used 
effectively. 


C. P. Scorr, 
Radio Production, Dan B. Miner 
Company, Los Angeles, Cal. 
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Information 
forAdvertisers 


The folowing documents may jy, 
secured without charge by an 
national advertiser or advertising 
agency from the companies spongoy. 
ing them, or through ADVER{isry, 
AGE. 


No. 663. 
Market. 


This illustrated booklet gives may. 
ket data of this section, and cirey. 
lation breakdown and combined dai}; 
coverage of a group of six newspa 
pers in the territory represented py 
M. C. Mogensen & Co., Inc. 


No. 664. 
selves. 


The Southwestern Orego, 


Bakers Speak for Them. 


Booklet summarizing results of a 
survey to determine the bakery mag. 
azine reading habits of bakers in the 
preferred-prospect group. It is pub. 
lished by Bakers Weekly and pro. 
vides information regarding reader 
interest and special services of the 
Weekly, in addition to the survey 
material. 


No. 665. This One-Third of Your 
Market Deserves Special Attention, 


Hotels and restaurants sell one out 
of every three bottles of wine and 
liquor consumed, this Ahrens Pub- 
lishing Company brochure tells wine 
and liquor companies. A wealth of 
data on these fields is presented in 
this extremely attractive brochure, 


No. 666. Sky Market in Florida. 

An analysis by Licon Airways, 
Inc., of the costs and the value to 
the advertiser of sky advertising 
(banner towing), and a brief de 
scription of the mechanics of the 
medium. The company’s winter ac: 
tivities in and around Florida cities 
are fully explained. 


No. 651. Sales Opportunities—The 
Greater College Market. 


An interesting and complete broch- 
ure published by National Advertis- 
ing Service, Inc., representative of 
Collegiate Digest and college news- 
papers. Contains important data on 
the field and also a list of 737 college 
newspapers. 


No. 621. Route List of Portland Re- 
tail Grocers. 

Published by the Portland Ore- 
gonian, this grocery route list not 
only contains explicit directions for 
routing salesmen to grocery outlets 
in Portland, but it also contains 4 
directory of wholesale grocers and 
buyers, chain store groups and buy: 
ers and buying associations. 


No. 617. Cherchez la Femme. 


This story, issued by the Literary 
Digest, relates the adventures of at 
advertiser of a line bought only by 
women. This advertiser, according t0 
the survey, is getting more inquiries 
than ever before at lower cost. And 
27 per cent of these inquiries are 
converted into sales. 


No. 633. Oklahoma Comes Through. 


A decidedly unusual book which 
shows, through the medium of 58 
full-page pictures, identified as ‘0 
time and place of taking, the actual 
condition of crops in 23 Oklahoma 
counties scattered about the state. 
The photographs were made by 4 
staff photographer of the Oklahoma 
Publishing Company, by whom the 
book is issued, in a quick swing about 
the state between Aug. 11 and 18. 
“Please accent this evidence of con: 
ditions as they are in Oklahoma, 
with the assurance of the Oklahomé 
Publishing Company that it is 4” 
honest portrayal of ‘the other side 
of the story’,” the introduction sa@y* 


No. 645. The $423,000,000 PoultrY 
Market. 


A factual study of the poultr 
market, replete with charts 2nd La 
ures, and containing also a detailed 
analysis of the market in the poultrs 
field for trucks, wire, roofing mate 
rials, insulating materials, electricity: 
water systems, and a multitude © 
; other commodities and services. 
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With Kyes 
wide open 


HEN any great newspaper takes a forward 

step—whether it’s buying a new press or 
adding a new service—it is done only after mature 
deliberation and with eyes wide open. That is 
why shrewd advertisers and advertising agents 
know that when twenty-one newspapers get to- 
vether to publish THIS WEEK, they must have 
established an editorial policy so sound and fun- 
damental that it definitely offers a means of 
broadening the service and usefulness of their 
newspapers in the home—that it satisfies the 


known demands and desires of present readers— 


UNITED NEWSPAPERS 


420 LEXINGTON AVE., NEW YORK,_N. Y. 


360 N. MICHIGAN AVE., CHICAGO, ILL. 


and that it offers a vital means of attracting thou- 


sands of new readers to their publications. 


The twenty-one newspapers behind THIS WEEK 
have a combined business and publishing experi- 
ence of 1385 years, definite assurance that THIS 
WEEK’S editorial excellence and sales power will 


set a high mark for magazine publishing. 


N. B.—A quick picture of THIS WEEK: (1) A weekly magazine 
distributed with the Sunday newspapers* in 21 major distribu- 
(2) Reaches more than 4,000,000 families east of 


the Rockies—America’s ‘*A”’? market. 


tion centers. 
(3) Non-duplicating cir- 
(5) Un- 


culation. (4) Fine gravure and colorgravure printing. 


usually low advertising cost. 


WMWagazine Corporation 


GENERAL MOTORS BLDG., DETROIT, MICH. 


Associates: 


ATLANTA JOURNAL 
BALTIMORE SUN 
BIRMINGHAM NEWS 
BOSTON HERALD 
BUFFALO TIMES 
CHICAGO DAILY NEWS 
CINCINNATI ENQUIRER 


DALLAS NEWS 
DETROIT NEWS 


CLEVELAND PLAIN DEALER 


INDIANAPOLIS STAR 

MEMPHIS COMMERCIAL APPEAL 
MILWAUKEE JOURNAL 
MINNEAPOLIS JOURNAL 


NEW ORLEANS ITEM-TRIBUNE 
NEW YORK HERALD TRIBUNE 
OMAHA WORLD-HERALD 
PHILADELPHIA RECORD 
PITTSBURGH PRESS 

ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 


*KDistributed with the Sunday edition except in the Chicago Daily News Saturday edition. FIRST ISSUE, FEBRUARY 24, 1935. 
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ADVERTISING AGE 


November 10, 1934 


FHA CAMPAIGN 
AIDS APPLIANCE 
SALES ON COAST 


“Permanent Improvement’” 
Ruling Boosts Buying 


Los Angeles, Cal., Nov. 8—When 
the Los Angeles Bureau of Power 
and Light obtained an official ruling 
from Washington recently as to just 
how major electrical household ap- 
pliances might qualify as permanent 
improvements and thereby make| 
them subject to Federal Housing Ad- | 
ministration loans, widespread ad- | 
vertising and merchandising activ- | 
ity was set in motion in this area. | 

In seeking the ruling, engineers of | 
the Bureau proposed substituting a 
“permanent” connection soldered to 
the line for the customary ‘“mov- 
able” push-plug and its companion 
wall receptacle, the specific appli- 
ances to be affected by the ruling 
being electric ranges, electric refrig- 
erators and electric water heaters. 
Washington replied officially that the 
proposal answered all requirements, 
thus opening the way for concen- 
trated sales promotion efforts on 
these items. 

One of the first moves of the Bu- 


reau, which sells nothing other than 
electricity, was to convert its exhibit 
of electrical household appliances at 
its showrooms into a bustling home 
modernizing section. 

Then it launched an extensive ad- 
vertising campaign designed to ad- 
vise home-owning patrons of the 
city’s electric utility “that they can 
avail themselves immediately of low- 
cost, long-term loans with which to 
purchase and install such modern 
equipment without tearing their 


FHA TO THE RESCUE 


* 


HOMEOWNERS..you may now enjoy 
at once, your 


ELECTRIC RANGE 
REFRIGERATOR 
WATER HEATER 


and other permanent!y connected Electrical Equipment 


-@ 


BUREAU of POWER end LIGHT will 
Arrange All Details-No Down Pay- 
ment-Up to 3 years to Pay-No In- 
dorsers—No Security-Lowest Rates 
- Quick Service -Small Payments 
Hoes é dai 


vine 


BUREAU ./ POWER »»/ LIGHT 


One of the typical newspaper ad- 
vertisements in the Los Angeles 
appliance drive. 


dwellings apart to effect permanency 
of installation which is specified by 


National Housing Administration 
rules.” 

The campaign employs’ various 
media, including display, stuffers, 


and direct mail, to back up a com- 
prehensive newspaper schedule in 
metropolitan and community papers 
of the area. The Dan B. Miner Com- 
pany, Los Angeles agency in charge, 
has veceived the enthusiastic ap- 
proval of banks, local FHA commit- 
tee members, newspapers and the 
electrical appliance trade. 


Advertising Does the Job 


There was no dearth of advertising 
material for the campaign. Copy 
featured not only cleanliness, safety, 


You can buy one column 


in a 680-Line 


But more important than price is 


the type of circulation ... home- 


making women, cash buying... 


and the concentration of circula- 


tion...all in the 


1273 tested mar- 


kets...2 columns %1800, page *2600 
effective through July issue. 


Tower Magazines, Inc. 


HOME ~- SERENADE - NEW MOVIE - TOWER RADIO - MYSTERY 


convenience and other advantages of 
modern electrical appliances but 
pointed out the individual and com- 
munity benefits resulting from busi- 
ness revival and employment sure to 
follow cooperation in the _ better 
housing program. 

Emphasized in all advertisements 
was the _ service the Bureau is 
equipped to render its home-owning 
patrons, such as advising them im- 
partially in the selection of appli- 
ances best suited to individual re- 
quirements, helping them plan con- 
templated alterations, repairs and 
additions, and handling for them all 
details of applying for loans. 


Results Exceed Expectations 


The home modernization series 
also directed attention to the utility’s 
“free wiring offer,” which provides 
for complete installation of electric 
ranges, refrigerators and water heat- 
ers located on the city’s lines, except 
where service is underground. 

Practically every householder of 
Los Angeles was informed about the 
National Housing Act and the Bu- 
reau’s cooperation in a digest of the 
better housing program to which 
four pages were devoted in the bul- 
letin published by the Los Angeles 
Department of Water and Power. A 
copy is sent with all water and light 
bills to consumer patrons of the de- 
partment. 


As a result of the first week’s ad- 
vertising, prospects and sales devel- 
oped at a rate surpassing all expec- 
tations, according to the agency, 
with dealers throughout the city ex- 
periencing the busiest week in many 
months. A like condition was re- 
ported by the Bureau’s appliance dis- 
play division and home moderniza- 
tion section, where a varied show- 
ing is made, although nothing is sold. 


Retailer Finds 


Travel Club Is 
Boosting Sales 


Stroudsburg, Pa., Nov. 8.—E. H. 
Wyckoff of the Wyckoff Department 
Store here has capped an unusual 
experiment in goodwill advertising 
with a personally conducted Ber- 
muda cruise with 40 of his patrons. 

The cruise was part of a travel 
program conducted for several years 
by Mr. Wyckoff in connection with 
the Community Tour Club of 
Stroudsburg, which he has_ spon- 
sored and which has its headquar- 
ters in the Wyckoff store. 

The Bermuda cruise was preceded 
by such trips as two visits to Wash- 
ington, D. C., with groups of about 
450 and 700, four trips up the Hud- 
son River with parties of 1,000 to 
1,800, an excursion to Niagara Falls 
with 860 people, a tour of A Century 
of Progress with a group of 196, and 
a cruise to Florida with one of 60. 

The events are widely advertised, 
and windows of the store are devoted 
to travel displays. Mr. Wyckoff has 
not only interested travel-minded 
Stroudsburgers in his store, but he 
has also interested store patrons in 
travel. The combination has been 
exceedingly profitable in securing 
goodwill at a minimum cost. 

Mr. Wyckoff has come out very 
nearly even in his advertising ex- 
pense and has tied in his announce- 
ments with his regular store adver- 
tising with very little, if any, in- 
crease in space. He has, besides, ob- 
tained a valuable following in his 
community. 


Metropolitan Sunday 
Newspapers Expand 


The Chicago office of Metropolitan 
Sunday Newspapers has moved from 
the 12th to the 14th floor of Tribune 
Tower, where more space is avail- 
able. The new room number is 1433. 

The telephone number remains Su- 
perior 4242. J. H. Riley is in charge. 


Bowe in New Post 


Walter A. Bowe, recently resigned 
as advertising manager of the air 
conditioning department of General 
Electric Company, has joined the 
general offices sales organization of 
the American Sheet and Tin Plate 
Company, Pittsburgh, U. S. Steel sub- 
sidiary. 


URGE INTENSIVE 
U.S. SURVEY OF 
MARKET TRENDS 


Statistics Bally Needed, 
Council Reports 


Washington, D. C., Nov. 5.—Thor- 
ough study of marketing trends in 
the United States and expansion of 
the scope of the marketing research 
and service division of the Bureau 
of Foreign and Domestic Commerce, 
are strongly urged by the Committee 
on Elimination of Waste in Distri- 
bution of the Business Advisory and 
Planning Council, in a report re- 
leased this week. 


“It is probably not exaggerating to 
impute an important part of the 
share of the blame for the current 
depression to neglect of the market- 
ing structure,” the report states, in 
pointing out the need for more ex- 
tensive marketing research. 


Suggested projects are first, deter- 
mining and executing specific proj- 
ects to fill the most important gaps 
in knowledge of distribution, and 
second, conducting other research 
best designed to serve American 
business by collecting and analyzing 
data which will contribute to elim- 
ination of distribution waste and to 
closer coordination of production and 
demand. 

The committee recommends that 
to perform these functions the divi- 
sion be divided into seven sections 
to be concerned with market data, 
wholesale trade, retail trade, con- 
sumer markets, marketing service, 
trade associations, and publications. 


Type of Data Wanted 


Public and private agencies in this 
field and existing information on the 
subject are discussed and summar- 
ized by the report. 

Significant items on which more 


—_= 


information is needed, in the opjp. 
ion of the committee which mag, 
the report, are marketing trends, j, 
which more inclusive wholesale ang 
retail sales and inventory indices ay, 
desired, industrial marketing, j, 
which data on raw materials ang 
semi-finished goods should be styg 
ied, and consumer research, in whic) 
studies on consumer budgets, typ. 
of purchases and proportion of ¢op. 
sumer’s dollar spent on various item, 
should be made. 

The report asserts that other fielq, 
requiring investigation are cooper. 
ative marketing and advertising ap; 
marketing costs, entailing verticg) 
studies of the cost of distributioy 

The committee recommends tha; 
the present retail sales indices jy, 
expanded by trades and geographica) 
areas, that the data from the rp 
cently completed Census of America, 
Business be analyzed and presente; 
in the form of studies on such gy}. 
jects as retail changes from 1929} 
1933, stores doing business of legs 
than $10,000, rural retail establish. 
ments, cooperative chains, and spp. 
cial trade investigations. 

The report also urges a study of 
future trends of consumption ani 
formation of a service unit to supply 
business men with data on per cap. 
ita and per user consumption of cop. 
sumers’ goods. 

Members of the committee issuing 
the report, of which Lew Hah 
president of the National Retail Dry 
Goods Association is chairman, in. 
clude’ 


Bruce Barton, Batten, Barton 
Durstine and Osborn, Inc.; Col. Rob. 
ert G. Elbert, Oakbourne Corpora. 
tion; Herbert J. Tily, Strawbridge 
and Clothier, Philadelphia; Lione| 
J. Noah, American Woolen Con: 
pany; John A. Sweetzer, Bigelow- 
Sanford Carpet Company; Paul H 
Nystrom, Columbia University; and 
Alexis Sommaripa, DuPont Rayon 
Company. 


To “Executive Purchaser” 


Stuart F. Heinritz, for the past 
year with the National Recovery 
Administration, has been appointed 
vice-president and editor of the 
Executive Purchaser, Cleveland, with 
offices at 11 W. 42nd St., New York. 
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NEWS. 290% 
NEWS 59° 


Detroit homes. 
without The News. 


New York: : 
I. A. KLEIN, 


IN DETROIT 


the better the district, 


the better THE NEWS covers it! 


LOWEST FOREIGN AVERAGE ABOVE AVGE. HIGHEST 
INCOME DISTRICTS INCOMES INCOMES INCOMES 
GROUPS 


FREE PRESS 299 


NEWS 65% 


From survey of 22,000 homes made in June, 1934 


This survey again pointed to the fact, substantiated by all 
previous surveys: (1) That The Detroit News has the best 
coverage of Detroit homes, (2) that Detroit News cover- 
age increases in thoroughness with income, (3) that The 
Detroit News has the greatest exclusive coverage of 
America’s fourth market can not be sold 
Its financially able homes can be 


covered practically with The News, alone. 
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November 10, 1934 


Retail Business, Cash 
Farm Income and New 


Car Sales Are UP 
In Oklahoma.... 


‘What's happening to the farm allotment money?" 
asks Ray B. Prescott, in the October 20th issue of Sales 
Management. 


And he answers himself with convincing facts and 
figures that ''Farmers are buying automobiles, even in 
the drouth areas, far faster than their brothers in indus- 
trial sections. And farming districts continue to be rich 
markets for not only cars but all other commodities." 


Mr. Prescott's analysis shows that the increase in 
relative proportion of new cars sold is greatest in that 
area served by The Oklahoma Farmer-Stockman . . . 
the West South Central section. 


Oklahoma ranks second among all the states in ex- 
pected income increases for the next six months, ac- 
cording to Brookmire's latest estimates. Brookmire 
places the anticipated increase in Oklahoma at 17°%, 
above the same period in 1933 and 30% ahead of the 
average for the same period for the past three years. 


Babson's latest forecast places Oklahoma among 
the nine states in which sales opportunities are most fa- 
vorable. Nation's Business for November shows busi- 
ness in Oklahoma still moving upward with prominent 
White" areas in evidence. 


Oklahoma is today and will be for the next six 
months, an outstanding farm market for sales execu- 
tives. See that your sales program for this territory is 
coordinated with a vigorous advertising program in 
The Oklahoma Farmer-Stockman. 


THE OKLAHOMA FARMER-STOCKMAN 
Oklahoma City, Okla. 


201,250 ABC CIRCULATION 


Retail business in Oklahoma zoomed to a 42°, increase in Sep- 
tember over August and marked a 27°/, gain over September 
1933. Department store sales for September 1934 are 19°, 
ahead of 1933. 


Farm income for 1934 is estimated 27°/, above 1933 in Okla- 
homa. The 1934 cash farm income is placed at more than dou- 
ble the 1932 figure and at the highest point in the past three 


For the first eight months of 1934, new car sales are 73°/, ahead 
of the same period of 1933. New truck sales in Oklahoma are 
up 139°. .These increases compare with a 35%, increase on 
new cars and 79°, increase in new trucks for entire United 
States for the first eight months. 
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IMPORTANCE OF 
BUSINESS PAPER 


COPY STRESSED 


Wright Tells Philosophy Be- 
hind Its Preparation 


Chicago, Nov. 5.—J. H. Wright, 
vice-president and Chicago manager 
of Batten, Barton, Durstine & Os- 
born, Inc., the agency which has 
the distinction of placing more busi- 
ness in business publications than 
any other, explained the philosophy 
of the organization with reference 


to industrial and trade paper adver- | diums. 


tising to the 
Club today. 
Mr. Wright 


Chicago 


said that the policy 


greatly improved because of the 


'foundation work which is done in 


‘the business press. 


| “TI recall the story of the investi- 
|gations made by two of our busi- 
|ness papers copywriters in behalf of 
an electric storage battery in the 
mining field,” he said. “They went 
|down into the mines and worked 
las helpers, finding out more by this 
| day-to-day contact than they could 
|have learned in any other fashion. 
The copy they wrote could hardly 
be understood by the people in the 
office, but it clicked at once with 
the mining men for whom it was 
written. It was based on under- 
|standing of that field and its prob- 
| lems.” 

| The B.B.D.O. executive also re- 
‘called a recent instance of discus- 
|sion of a $1,000,000 appropriation, 
po which the advertising manager 


|had visioned consumer advertising 


on a broad scale in the major me- 
But it was criticized in the 


Dotted Line |agency’s initial conference because 


it lacked business publication repre- 
sentation. Field work to determine 


of B.B.D.O. is to include business | advertising objectives in the trade 


. . . . . | 
papers in the original thinking done 


with reference to an account, and 
to regard it as a fundamental fea- 
ture of its analysis. Sales objectives 
are set up clearly with reference to 
trade and industrial markets, and 
when these are properly defined, he 
asserted, the advertiser is eager to 
present his story to the groups most 
affected. And the copy is written 
carefully and with understanding, 
based on field study of the applica- 
tions of the products advertised. 

“We have an organization of 29 
people in the trade and industrial 
advertising division,’ he continued, 
“and they are turning out good copy 
for business publications. This work 
is definitely segregated, so that it 
will be well done, and not handled 
in a casual or hit-or-miss fashion 
along with everything else. The 
volume is indicated by the fact that 
in a folder of proofs which I saw 
in the New York office, representing 
several days’ work, one out of every 
four advertisements was produced 
for publication in the business 
press.” 


Peps Up Consumer Copy 


Mr. Wright justified the attention 
given to business paper advertising 
from another standpoint, saying that 
to write good copy for the indus- 
trial and trade field requires digging 


into actual working conditions in 
each line of business, and this in- 


variably produces live, intriguing 
fact-material which enlivens the en- 
tire campaign. Consumer copy in 
newspapers and magazines thus is 


field was used as a check on pre- 
liminary plans, and the results dem- 
onstrated the need for business 
paper advertising to clear up certain 
conditions among distributors and 
dealers. 


Heavily Merchandised 


Another recent trade campaign 
which has proved its value, he said, 
is that of the United Fruit Company, 
whose winter slump in selling ba- 
nanas was found to be due to the 
habit of displaying them in windows, 
where low temperatures’ speedily 
produced spoilage. Interesting trade 
copy is being used to show dealers 
how to display and handle bananas 
in winter, with the assurance that 
their sales and profits will increase. 

“We merchandise business paper 
advertising just as successfully as 
any other kind,” Mr. Wright said. 
“The salesmen get it, it is displayed 
to merchants in their portfolios, and 
it works in other ways. It gets over 
because it has facts and interest 
which business readers cannot dis- 
regard.” 

In discussing solicitations by busi- 
ness paper representatives, the 
speaker recommended that more at- 
tention be given to the presentation 
of definite sales ideas which will 
tie in with the general promotion 
program, rather than to _ strictly 
competitive solicitations. The paper 
with an idea for getting business 
from its market is certain to win 
consideration, he declared. 

B. C. Bowen, Western manager of 


Boot & Shoe Recorder, discussing 


| 


| 
| 
| 


SMILING PIPES 


LZ 


TOBACCO ECONOMY | 


WITH PLEASURE 


(oetwonlm 


& 


Gryoy EDGEWORTH and save 


x 


money 


Unusual newspaper copy for Edge- 
worth smoking tobacco now ap- 
pearing in a few cities. 


paid versus free circulations, said 
that advertisers realize that the two 
determining factors are reader in- 
terest based on a worth while edi- 
torial content, and coverage of buy- 
ing power in the trade field. The 
publication which can establish these 
two points, he said, does not have 
to worry about volume of circulation. 


Gardiner With 


“Journal of Commerce” 


J. F. Gardiner has been appointed 
editor of the advertising column 
which appears daily in the Chicago 
Journal of Commerce. He succeeds 
Harold Weil, who died recently. 

Mr. Gardiner has had extensive 
daily newspaper experience in the 
Middle West, and was formerly man- 
ager of advertising and publicity for 
the H. M. Byllesby Company, Chi- 
cago. 


Power Returns to 
Detroit Agency Office 


W. S. Power, for the past several 
years manager of the Chicago office 
of Campbell-Ewald Company, and a 
veteran member of the organiza- 
tion’s staff, has returned to the 
agency’s home office in Detroit. 


N. W. Sharrock, who has been 
connected with the agency’s Chi- 


cago office, will suceed him as man- 
ager of that office. 


Seligman Names Hicks 

Seligman Fabrics Corporation, New 
York, maker of a newly-patented fab- 
ric, Layee Matelasse, has appointed 
Hicks Advertising Agency, New York. 


Kansas Grocers’ 
“‘Cake Mystery”’ 


Publicizes Sale 


Kansas City, Kans., Nov. 6.—It 
took the police department of Kan- 
sas City to solve the deep, dark 
“birthday cake”’ mystery here, which 
had the whole city guessing. The 
denouement came at the warehouse 
of the Kansas Service Grocers, local 
voluntary chain, last week end. 

The mystery began when some fif- 
teen prominent men and organiza- 
tions received by special delivery 
mail a picture of a birthday cake 
with eight candles and bearing a 
large question mark. 

Some days later an actual birth- 
day cake with eight lighted candles 
was delivered to each one of the men 
and organizations with no name at- 
tached. Then, too, several thousand 
pictures of birthday cakes were de- 
livered in grocery baskets to house- 
wives. 

Advertisements and news stories 
in the Kansas City Kansan described 
from day to day the amazement of 
various city officials and civic lead- 
ers who were recipients of the mys- 
terious cakes. 

When a comely girl messenger de- 
livered a cake to the chief of police, 
two city detectives were told to “fol- 
low the girl.” They trailed her to the 
Kansas Service Grocers’ warehouse. 

And then it was all clear—the un- 
signed messages and the birthday 
cakes with eight lighted candles 
were sent by the owners of the 98 
local grocery stores in the group as 
a “‘teaser’” campaign prior to celebra- 
tion of the eighth anniversary of the 
Kansas Service Grocers. The adver: 
tisement announcing the solving of 
the mystery urged readers to learn 
details of the eighth anniversary 
sale from the next day’s paper. And 
jittery Kansas City officialdom recov- 
ered its aplomb. 


New Ownership for 


“Butchers Advocate” 


The Butchers Advocate, 55-year-old 
journal serving the wholesale and 
retail meat fields, has been sold by 
the Roy Press, New York, to Edwin 
W. Williams, New York. Jacob 
Mayers, 75-year-old founder of the 


publication, is associated with Mr. 
Williams in the venture. 
Mr. Williams was formerly man- 


editor of the Bulletin, official publica- 
tion of the New York State Associa- 
tion of Retail Meat Dealers. He was 
also secretary of the association. 


In KANSAS, MISSOURI 
and OKLAHOMA 


HE WEEKLY KANSAS CITY 
STAR has 65,370 More Rural 
Route Subscribers in Kansas, Missouri 
and Oklahoma than its nearest com- 


petitors circulating in these states, at 
an advertising rate of $1.35 per line 


less! 


27% more rural route circulation in 
Kansas, Missouri and Oklahoma ata 
saving of 47% in the advertising cost! 


a; 
<a 


Druggist’s Copy 
Hangs Halo Over 
Head of Jeweler 


| 

Detroit, Mich., Nov. 7.—The un- 
usual spectacle of one retailer buy. 
ing perfectly good newspaper adyer. 
tising space in order to tell what a 
great guy some other retailer is, 
confronted newspaper readers here 
last week when Kinsel Drug Com, 
pany bought 840 lines of display 
space to praise the square shooting 
qualities of Miller, Square Deg) 
Jeweler. 

Over the signature of H. A. Kip. 
sel, president of the drug company, 
the copy said that “I have always 
had the deepest admiration for 
Miller, Square Deal Jeweler, whoge 
advertising philosophy is as stimy. 
lating as the writings of old Josh 
Billings. 

“Recently I had the opportunity to 
test Miller’s sincerity when he said 
‘My dad was a square shooter anj 
he left me his gun.’ 

“Kinsel’s wanted Miller’s Jefferson. 
Newport store and I negotiated a 
deal for the sale of the lease op 
terms mutually agreeable. Somehow 
the news leaked out and over night 
my option was threatened by com. 
petitive bids big enough to stagger 
a Midas. But gold could not buy 
Miller’s integrity. Pleas and pres. 
sure were resisted with the staunch 
statement, ‘I can’t go back on my 
word to Kinsel.’ 

“On behalf of the Kinsel Drug 
Company I take this opportunity to 
express my sincere appreciation for 
the square deal we have received. 
And Kinsel’s new store, East Jeffer. 
son at Newport, will uphold the 
same high ideals which have made 
Miller successful in this location.” 


Injuries Prove Fatal 


to Don M. Nixon 


Don Morrison Nixon, editor and 
publisher of seven newspapers in In- 
diana, Virginia, Tennessee and Ken- 
tucky, died Nov. 3 of injuries sus- 
tained in an automobile accident 
Oct. 29. 

Nixon was born 54 years ago 
in Spring Creek, Pa. The papers he 
published were the Terre Haute 
Spectator, a weekly; Elizabethtown, 
Tenn., Star; Pulaski, Va., Southwest 
Times; Middlesboro, Ky., Daily 
News; Michigan City, Ind., Dispatch: 
Wabash, Ind., Plain Dealer; and 
Peru, Ind., Tribune, all dailies. 


Connery Joins Ayer 


David P. Connery has joined the 
staff of N. W. Ayer & Son, Ltd., of 
Canada, in charge of publicity for 
Ford Motor Company of Canada, and 
will make his headquarters in the 
Detroit office. Mr. Connery was for- 
merly city editor of Border Cities 
Star. 


Bolling to WXYZ 


George W. Bolling, Chicago news 
paper and radio advertising execu: 
tive, has joined WXYZ, Detroit, as 
assistant to Allen Campbell, commer: 
cial manager. 


eee 


Real Coverage 


IN IOWAS 
RICHEST MARKET 


l00Z the City 


Win theCounty 
Win ABC Area 


Gedur Bupicds Suzette 
Represented Nationally by 


ALLEN-KLAPP-FRAZIER CO. 


Chicago 


New York Detroit St. Louis 
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AND GET 100,000 SELECTED 
“| EXTRA-RICH COUNTY CIRCULATION 


ago The FARMER’S WIFE INCREASES : 
ute Guarantee: to 1,050,000 
ni Rates: to $5.507% : $3400/%%, 
- LAST RESERVATION DATE 
AT OLD RATE: NOV. 20th] | THE 1289 RICH COUNTIES 


Where Farm- 


oe! ON’T wait! Before November 20th, make your res- ' 
the ervations to tell your story all through next year to Wealth is pr 

, thang 
a 1,050,000 of the best prospects in the most responsive 40% Ceiba hin 


Copia 
a. Nonny, 


of the women’s market. Doit now and you'll get 100,000 
of this circulation free. 


ows Forty per cent of American women live on farms and places 
ect of 1,000 and under. Yet only one magazine is written for Take 77% 
Bos this group from their own viewpoint. It is The Farmer’s of the 


Wife Magazine. It is the one woman’s magazine which, in 
incon , re FARMER’S 
—_ its own field, doesn’t have to compete with half a dozen 


—_ others for attention. WIFE 
Circulation 

Your reservation now means 100,000 circulation bonus as- ; ' 
a sured—and probably more than that. ALL that circulation No hit-or-miss circulation methods here! Sub- 

is solid. And it has been hand-picked, to give you over a Seravesee The Far —_* Wie are hand-picked { 050 000 READERS 

eae eeet P A 8 y the 1,289 counties which, according to the last census, 5 . 

million of the most prosperous homes. own the vast bulk of the nation’s farm wealth. No 
- wonder Farmer’s Wife advertisers find that sales AT THE PRICE OF 
» Get the nearest Farmer’s Wife representative to tell you jump immediately when they direct their efforts to 


the whole story. When you hear it all, you’ll be more than this field! 


glad you made your reservation at the current low price. 


950,000! 
The ONLY Woman’s Magazine For 40% of America’s Women! 


the FARMERS WIFE ftiin 


The Woman’s Magazine with the Fastest-Growing Reader Income 


NEW YORK CHICAGO ST. PAUL SAN FRANCISCO ea SALES “ 


405 Lexington Ave. 307 N. Michigan Ave. 55 E. 10th St. 155 Montgomery 
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NEW DEAL SEEN 
AS CHALLENGE 
TO ADVERTISER 


Cincinnati, O., Nov. 7.—Significant 
changes in advertising as the result 
of the present economic -revolution 
pointed out by Dr. Kenneth 
Dameron, Ohio State University, in 
an address before the Cincinnati Ad- 
vertisers’ Club today. Dr. Dameron 
is a former deputy administrator of 
the NRA. 

“Most aspects of the New Deal 
strike at the very center of adver- 
tising policies and practices,” he said. 
“The ingenuity of the advertiser is 
challenged by the market opportunity 
afforded by New Deal measures 
which carry with them re-employ- 
ment and increased payrolls. Mar- 
kets wiped out by the depression are 
once again active forces. 

“Legislation such as the Copeland 
or Tugwell and the Huddleston bills 
will be brought before Congress 
again in an attempt at enactment. 
These bills will be opposed by adver- 
tisers, not because of their idealism 


were 


in reforming the quackery of sales 
promotion, but because of the intru- 
sion of government in business and 
the possibility of a dictatorial or 
clumsy enforcement of these pro- 
posed laws. 

“Advertising has nothing to fear 
from the New Deal if it takes the 
leadership in making 
perform its real distribution service 
of giving facts and information about 
goods, services and markets. Busi- 
ness will never return to old deal 
practices. Trade practices of immedi- 
ate importance to advertisers will 
not be sacrificed. The New Deal’s 
advertising outlock marks the _ be- 
ginning of a sustained movement 
toward improved advertising.” 

In discussing the Consumers’ Ad- 
visory Board, Dr. Dameron stated it 
is here to stay, as it is a pet project 
of Mrs. Roosevelt, and that it is fight- 
ing for quality, standards and truth- 
ful advertising. He also stated dur- 
ing his talk that Dr. Tugwell is still 
an important personage in the New 
Deal and is not being shunted out of 
the picture. 


Sears Joins Walker 

E. William Sears, engaged in ad- 
vertising for the past 15 years, and 
at one time head of his own agency, 
has joined the outdoor advertising 
division of Walker & Co., Detroit. 


advertising | 


J. Walter Thompson 
Shifts Staff Men 


Henry P. Stevens of the San Fran- 
cisco office of J. Walter Thompson 
Company, has been transferred to St. 
Louis to take charge of the agency’s 
office there. Fred Fidler has been 
named an account executive and will 
remain in charge of the San Fran- 
cisco radio department. 

Theodore P. Jardine, account 
executive, has been transferred from 
the coast to the Chicago office. Wal- 
ter B. Martin has been placed in 
charge of press bureau activities on 
the coast. 


“Time” Adds Linen and 
Daugherty to Staff 


James Linen has been appointed 
by Time as assistant to William J. 
McDonald in the New England terri- 
tory. 

Edward Daugherty, formerly with 
the General Electric Company, has 
been employed as salesman in the 
New York office. 


. 

Program Changes Time 

Jane Ellison’s Magic Recipes, 
household advice and cooking short- 
cuts, heretofore heard over a WABC- 
Columbia network, on Wednesday 
|/mornings, has been’ switched to 
Thursday afternoons at 3 p. m., EST. 
Borden’s Eagle Brand condensed 
| milk is the sponsor. 


THE SPOKANE COUNTRY 


-HEART OF PACIFIC NORTHWEST 


° 
Bo 
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SPOKANE MARKET IS SELECTED AS ONE OF 
THE 90 BEST TEST MARKETS OF U. S. 


—by 129 of America's Leading Sales and Advertising Executives 


OSS Federal Survey for Sales Management 
rates Spokane Market one of the 50 best 
test markets in America. The Spokane Market 
led 35 of all 39 cities in popuiation class 100,000 
to 250,000, and virtually tied with Seattle and 
Sacramento as test markets of the Pacific West. 

Here are the reasons: 

(1) Buying Power Factor: Per capita spend- 
able income of the 414,000 city and town con- 
sumers of the Spokane Market leads 37 of 48 
states; per family wealth 29.4% above U. S. 
average; automobile ownership, one-sixth greater 
and per capita urban retail sales 25% above all 80 
cities 100,000 to 500,000 population, ° 

(2) Past Performance Other Products: 100% 
Grocery and Drug Dealer Surveys just completed, 
Metropolitan Spokane and 33 representative cities 
and towns of the outside market, including 432 
brands, proves conclusively leadership of news- 
paper advertised products, and that THE 
SPOKESMAN-REVIEW and SPOKANE 
CHRONICLE are highly influential media among 
the small city and town families as well as Metro- 
politan Spokane. 

(3) Sales Conditions Best in West: Spokane 
Market is recognized as brightest spot in West for 
intensive sales activity and test campaigns. Fed- 
eral Bank Report shows department store sales 


gains 28.7% compared with 8% for the Twelfth 


District—Spokane leading all reporting cities for 
nine consecutive months. New car sales jump 
105%, beating by wide margins other Pacific West 
Major Markets. Wholesale hardware, drugs, and 
all other lines continuing to show substantial gains. 


(4) Washington, Oregon, and Idaho 1934 Crop 
Yield 59% to 347% ahead of U. S. average. And 
this means more to the Spokane Market than any 
other section of the Pacific Northwest. Spokane 
Market mining and lumbering industries continue 
to speed up and the $63,000,000 Grand Coulee Dam 
Federal Project is now pouring millions into this 
area therefore sales conditions in this section are 
bound to continue good for many months. 


(5) Another Important Factor: According to 
Polk Consumer Study, there are 36,960 family) 
groups in Metropolitan Spokane and 64,287 fami- 
lies in the hustling cities and towns of the outside 
area, therefore providing both an ideal metropoli- 
tan area test market and a small city and town 
test market, both thoroughly covered by the 85% 
UNduplicated combined circulation of THE 
SPOKESMAN-REVIEW and SPOKANE 
CHRONICLE. (91.95% home delivered Urban 
Coverage—Polk). 

Spot the Spokane Market, not only as the Best 
Test Market for the Pacific Northwest but also 
for intensive sales efforts, and secure 30% to 60% 
above U.S. average results. 


Merchandising Service that SERVES — Dealer and Consumer Surveys. Late 
‘‘Market Facts Book’’, Based on Suggestions 177 America’s Leading Sales 
Executives—Route Lists and Other Special Information Furnished Promptly. 


REVIEW-CHRONICLE GENERAL ADVERTISING BUREAU 


Polk says: | unm Spe KESMAN DOMINANT FARM 
Combined THE SPO ‘ MAGAZINES 
Circulation " MORNING- SUNDAY: Th Washi 
850" S ka ! e Washington 
UNduplicated nr po ne ai : Farmer 
OMPLETE Gyo Rater < ae The Oregon Farmer 
C URBAN | —- — * | The Idaho Farmer 
USCC MM \COVER SPOKANE AND THE SPOKANE COUNTRY LIKE THE SUNSHINE / 


Getting Personal 


Barron Collier, who presided at a luncheon of the Boy Scout health 
and safety committee on Monday at the Union League Club, has been 
prominent in the national and local work of that organization since 
the oldest of his three sons joined a troop about 15 years ago. He ig 
currently serving as head of the Boy Scout Foundaton of Greater New 
York while Franklin D. Roosevelt is working in Washington. . 


The ranch barbecue described in the current issue of Collicr’s 
took place on Art Kudner’s O-Bar-O ranch near Carrizozo, N. M. Five 
hundred persons, the entire population for miles about, were there. 


A. D. (“Lex”) Chiquoine, Jr., (BBDO) is more determined than 
ever never to ride in a car not equipped with safety glass. Blinded 
by smoke from a smudge fire while driving with his wife and daughter 
near New Bedford, he struck a truck traveling without lights. The 
car was badly wrecked, but the worst injury to the occupants, thanks 
to safety glass all around, was a broken arm suffered by the daughter, 
Katherine. Lex expects to return to the office the 19th. 


Earnest Elmo Calkins is at and near Galesburg, IIll., his home town, 
collecting data for a history of Galesburg, which he plans to work on 
in his spare time for the next two years. . 

Friends of Ed Wilson, Mc-E s. b., are suggesting he try to make 
a deal with Joe Penner. Ed and a friend went duck-hunting the open- 
ing day of the season and returned with one badly-riddled duck be. 
tween them. 

Stephen Kelsey Denton, JWT research man, and his bride, the 
former Ruth Catherine Webster, are honeymooning in the south. Their 
friends don’t know where, but like to think there is honeysuckle ali 
around and that surroundings generally are harmonious. They will 
be at home at Jackson Heights after November 15. 

Players in the advertising basketball league now forming will be- 
ware Carl Brandt, Federal s. b. and former Cornell basketball letter 
man. 

Harold Lebar, Biow a. e., absent a month because of illness, is 
delighted to be back at the office again. 

Horace O’Connor, of A.F.-G.L.’s Chicago staff, is in New York for 
two weeks, working on a special rush job. If he had any spare time, 
he would spend it at the NBC workings and the art galleries. . 

Now that the turf season is over, Frederick C. Bruns, Federal v. p., 
may be seen at the football parks on Saturday afternoons. . . 

Col. Jacob Ruppert has known about radio advertising for some 
time, but he faced the mike for the first time last Sunday. He spoke 
extemporaneously for 30 seconds on the Byrd broadcast sponsored by 
the Hearst Newspapers at Baltimore. 

W. J. Watson, executive of the Southam Newspapers, Canadian 
chain, helped put over the annual drive of the Montreal Federated 
Charities. He directed publicity. . . 

J. P. Callaghan, business and advertising manager of La Presse, the 
great French daily of Montreal, holds the fascinated attention of the 
outlander by changing easily from English to French and vice versa 
without losing stride. . . 

Henry T. Claus, editor-in-chief of the Boston 
1925, has been elected a director of the company. He is a Tufts 
man, class of ’05. Walter S. Montgomery, publisher of the 


Tribune, New Atbany, Ind., lost his house and garage as the result 
of a fire. 


Transcript since 


W. B. Kanter, director of advertising for the Precision Instru- 
ment Company, Chicago, talked to the Northwest Lions Club re- 
cently on “Get Acquainted with Science.” They billed him as 
Cantor, but he says he’s no relation to Eddie. 

Mrs. Helen Wing, director of radio programs for Needham, 
Louis & Brorby, Inc., Chicago agency, has just had published an 
operetta for small children, “The Lemonade Stand.” She is the 
author of three other operettas, two of which were produced in the 
Children’s Theater at the Century of Progress. 

H. Armstrong Roberts, well-known advertising photographer, has 
covered eight national parks with his camera during the past year. 
He has just returned from a 14,000-mile expedition during which he 
collected more than 3,000 negatives. 

Robert Worth Bingham, U. S. ambassador to Great Britain, re- 
ceived the degree of LL.D. from Cambridge University recently, but 
his home folks will continue to refer to the distinguished publisher 
of the Louisville Courier-Journal and Times as Judge Bingham. 

Pauline Carriger, traffic manager of KFRC, San Francisco, is 
not, as you thought, a maid. Her secret marriage to Francis J. 
Corcoran September 16 has just been revealed. 

The appointment of Tyrrell Krum, J. M. Mathes, Inc., New York, 
as a Kentucky colonel, as recently reported in this column, is caus- 
ing some dissension in the Krum family. Tyrrell’s brother, Morrow, 
of Roche, Williams & Cunnyngham, Chicago, has long been referred 
to as “Colonel” by his friends. 

One of Chicago's best known advertising colonels is Robert 
P. Robinson, of Lord & Thomas, who won his eagles in the world 
war. . . He is considerably out-ranked, however, by A. F. Lorenzen, 
president of Lorenzen & Thompson, who was one of the youngest 
generals in the Spanish-American or any other war. 

Marshall L. Mathews, a.m. of Commerce Magazine, Chicago, 
is credited with having performed yeoman service in building UD 
the La Grange Legion Sunday Evening Club into one of the most 
successful forums in the country. In one of Chicago’s smaller sub- 
urbs, he has managed to attract huge weekly throngs to listen to 
speakers of national and international reputation. 

Tip to space salesmen: Stanley Hamberg, assistant to Ross 
Gamble in the space-buying department at Erwin, Wasey & C0. 
Chicago, was a star tackle at the University of Chicago for three 
years. .. Underwood & Underwood, Chicago, have leased the Tower 
Town Club gymnasium for Monday-night indoor baseball games t0 
keep their staff in the pink. Bill Cooley lost five pounds the first 
night. 

Paul Holder, art director for McCann-Erickson, Inec., Chicag® 
is having a lot of fun with a new Leica camera, with which he 
snaps unsuspecting friends in their moments of relaxation. 

Another advertising marriage is heralded for the Christmas 
holidays in Chicago. The principals will be Ruth Hebert, daughter 
of Louis A. Hebert, once a direct-mail specialist, now a member 
of the Chicago Board of Trade, and Ed Pool, sales mogul at the 
Lincoln Printing Company and Lincoln Associates, Inc., affiliated 
advertising agency. .. 
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ADVERTISING AGE 


‘SCARE’ COPY 
MOOT TOPIC 
INSURANCE MEET 


\iemphis, Tenn., Nov. 5.—The 
juestion of whether or not to use 
‘scare’ copy in life insurance adver- 
tising received a major share of at- 
rention at the Life Advertisers As- 
sociation convention here Nov. 1-3. 
over 100 delegates from many cities 
yeard the discussions. 


Seneca M. Gamble, direct mail divi- 
sion, Massachusetts Mutual Life In- 
surance Company, was one of those 
who advanced the idea that fear copy 
3 essential. 

“While life insurance is the key- 
stone in the arch of financial secur- 
ity, a veritable necessity in a well 
ydered life, and while nearly all 
thinking men and women know 
these things, life insurance is seldom 


jought voluntarily,” he said. “So 
our advertising is in competition 
with almost universal procrastina- 
tion. 

“Our prospects and our _ policy- 


holders are not rare specimens, They 
represent the average of the better 
cass of men and women. For us 
tio reach them through advertising, 
we must employ methods up to the 
standard of good advertising and 
those methods’ certainly include 
‘scare’ copy.” 

Clifford Elvins, advertising man- 
ager, Imperial Life Assurance Com- 
pany of Canada, expressed skepti- 
cism regarding the market reached 
by “scare” copy, saying: 


Buyer Tells His Reactions 


“And what,’ asked an agent of a 

policeyv-holder to whom he had sold 
five policies, ‘was the most powerful 
argument I ever gave you in all the 
years I’ve been selling insurance?’ 
The policy-holder without hesitation 
answered, ‘The one you put up to 
me some years ago about my spend- 
ing $25 a month for housing and 
servicing my car while I spent only 
half that amount housing and pro- 
tecting my family in case of my 
leath.’ 

“Men who require to be shocked 
into the purchase of life insurance 
are usually indifferent about the wel- 
fare of their dependents, or ignorant 
{the value of life insurance protec- 
tion, or prejudiced.” 

Fred J. Bremier, division of com- 
mercial research, Curtis Publishing 
Company, described a _ survey of 
Rochester, N. Y., Mansfield and 
O., undertaken by his or- 
ganization in cooperation with some 
f the largest life insurance com- 
panies and the Life Insurance Sales 
Research Bureau. 

The survey indicated that among 
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in Response To 2 
by The Publishers 


ance industry is the need of con- 
sumer education on the investment 
features of life insurance as a re- 
placement of monthly income instead 
of a lump sum payment. An im- 
portant trend in future buying 
toward annuity or income insurance 
for the purpose of old age income. 


Gratifies Desires First 
“Consumers’ wants and desires are 
constantly changing,’ Mr. Bremier 
pointed out. “In the business of 
living he has always before him def- 
inite objectives he desires to achieve. 
These may be new furnishings for 
the home, an automobile heater, a 
new automobile, automatic 
ation—in short, the consumer is con- 
stantly striving to satisfy a wide va- 
riety of wants. It is this instinctive 


is | 


refriger- | 


problems confronting the life insur-| desire for more comfortable living|ance Company of 


that forms the basic incentive for 
progress in our country. The 
sumer is prone to gratify personal or 
physical desires first, and to put off 
the more essential purchase of insur- 
ance for protection and investment. 

“It would seem desirable, there- 
fore, that the life insurance indus- 
try should further educate the con- 
sumer to the necessity of owning 
adequate life insurance.” 

New officers of the Life Advertisers 
Association are: president, S. A. 
Swisher, Equitable Life Insurance 
Company, Des Moines; vice-president, 
D. Bobb Slattery, Penn Mutual Life 
Insurance Company, Philadelphia; 
secretary, J. H. McCarroll, Bankers 
Life Company, Des Moines; and 
treasurer, C. C. Fleming, Life Insur- 


con- | 
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mond. 
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| . | 

Given New Duties 
| Frank E. Irsch, Jr., in charge of | 
research and promotion on Macfad- | 
|den Women’s Group and formerly on 
|the sales staff of True Story Maga: | 
|zine, has been appointed research 
j}and promotion manager of Photoplay 
Magazine, New York. 

Carroll Rheinstrom, advertising 
manager of Macfadden Women's 
Group, will also be advertising man- 
ager of Photoplay Magazine. 


Represents Papers | 

Reid Babcox is now representing | 

jrake Service and Tire Review, 

Babcox Publications, Akron, in Ohio) 
and adjacent territory. 
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The FIRST PRIZE PONTIAC poster 
and the THIRD PRIZE CHESA- 


Posters judged by the 
National Outdoor 
Art Committee 
as the best of 1934 


were lithographed 
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PEAKE and OHIO poster were en- 


trusted for 


reproduction to the 


CONTINENTAL LITHO CORP. of 


CLEVELAND by the CAMPBELL- 
EWALD CO., DETROIT. 


CONTINENTAL 


Virginia, Rich-/ Ahrens to Sponsor 


Educational Courses 


The second annual series of edu- 
cational meetings on food prepara- 
tion, beverages and housekeeping con- 
ducted by the staff of the Ahrens 
Publishing Company, New York, will 
start the week of Nov. 19. 

Enrollment is limited to those in 
the restaurant, hotel, club, hospital 
or allied fields. Sessions will be held 
in the publishing company’s audito- 
rium and kitchen in the Daily News 
Bldg. 


Appoint Coast Rep 
Wood 
have 


Merchandise and 
Magazine, Chicago, 
appointed W. F. Coleman, with 
offices in Los Angeles, San Fran- 
cisco and Seattle, as western repre- 
sentative. 


Promotion 
Products 
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November 10, 1934 


NEW METHOD OF 
PICKING RETAIL 
LOCATIONS AIRED 


Advertisers ‘Study Habitual 
Traffic Movements 


New York, Nov. 8.—Daily habitual 
movements of people form the basis 
of an entirely new method of trad- 
ing area and merchandising analysis 
automatically defining markets, a 
technique which will be put into op- 
eration during 1935 by the Harvard 
University bureau for street traffic 
research, it was announced to a 
meeting of advertisers here Friday. 

It is said the new method prom- 
ises benefits for manufacturers, 
wholesalers and retailers by (1) pro- 
viding an opportunity for clearly and 


closely defining trading areas, (2) 
affording a scientific and practical 


basis for locating retail stores and 
service outlets, (3) providing facts 
and figures with which to accurately 
measure sales in relation to quantity 
and quality of traffic, and, (4) fur- 
nishing a basis for locating dealers 
whose sales potentials point them 
out as being worthy of special local- 
ized promotion work from the hands 
of a manufacturer or distributor. 


Dr. Miller McClintock, head of the 
bureau which is responsible for this 
new method of trading area and 
merchandising work, is well known 
to advertisers for his work in de- 
veloping a system for evaluating 
outdoor advertising circulation, which 
is now the basis of the Traffic Audit 
Bureau. 

It soon became apparent that if the 
circulation of outdoor advertising 
could be reliably gauged, so also 


= ——————— - ——— 


COAL COMPANY TALKS SERVICE 


ances * -aternes egos 


MASSEY, WOOD & WEST 


LOMBARDY UNDERPASS Dial 5-1724 


15 types of COAL to meet every need. 
Most thoroagh Dust prooting Treatment—Last al! season 
Guaranteed not to harm heating pleat 


FVE Of MIAELOGS § KINDLING BONE DAY AND BOXED 


No word of price or competitive fuels appears in this advertisement 
which appeared in Richmond, Va., papers last week. Instead, such 
extra services as the protection of house, walks and grounds with 


tarpaulins and pneumatic tired 


wheelbarrows, automatic weight 


checking, and storage of coal in silos in the company's yards, are 
stressed. 


could the circulation of locations 
which might be used for retail stores, 
motion picture theaters, restaurants, 
gasoline filling stations, automobile 
service stations and the like. Re- 
search work which explored this 
thought, and other studies which def- 
initized a number of trading areas, 
convinced Dr. McClintock and John 
Paver, Erskine Research Fellow at 
Harvard, that a new and_ highly 
practical method of market analysis 
was within the grasp of American 
business. Further study of the sub- 
ject, since Jan. 1, resulted in a work- 
able plan of application of the new 
market analysis technique. A report 
embodying that information, it is ex- 
pected, will be made public early in 
1935. 

Dr. McClintock intends to follow 
a program for developing this new 


type of market analysis that is sim- 
ilar to the program followed in de- 
veloping a system for evaluating out- 
door advertising circulation, although 
refined and perfected for application 
in different sections of the country. 
Toward this end and so that he 
might obtain the guidance of busi- 
nesses interested in practical use 
of the new system, a technical ad- 
visory committee has been created, 
having as its members R. J. Flood, 
mulf Refining Company, chairman, 
and Turner Jones, Coca-Cola Com- 
pany. 


Few To Be Represented 


This committee will represent a 
limited number of businesses drawn 
chiefly from manufacturers of con- 
venience goods which are bought on 
impulse, manufacturers who operate 


under a selective or exclusive dealer 
sales policy, and owners of retail 
stores or service outlets. 

The initial] meeting, at the Har- 
vard Club, was arranged by this 
committee, and was presided over 
by Stuart Peabody, director of ad- 
vertising and commercial research of 
the Borden Company. It is under- 
| stood that further discussion of the 
new method will be held at the con- 
vention of the Association of Na- 
|} tional Advertisers to be held in At- 
|lantic City, Nov. 19-21. 


Kroger Offers 
‘Hot- Dating’ to 
Coffee Lovers 


(Picture on Page 31) 

Cincinnati, O., Nov. 8.—Though 
“dated” coffee has been amply pub- 
licized, it remained for the Kroger 
Grocery & Baking Company to intro- 
duce “hot-dated” coffee to the pub- 
lic. In a slashing newspaper cam- 
paign in leading newspapers in cities 
where the company operates stores, 
the company is following up initial 
appearance of this phrase with copy 
notable for outstanding illustrations. 

Equally striking, however, is the 
copy, which in at least one instance, 
gains a new effect by converting 
nouns and adjectives into verbs. 

Explaining that though “hot-dated”’ 
coffees are priced so low everyone 
can afford them, the copy asserts 
that “Now Kroger Coffees out-fresh, 
out-flavor all others.” 

“Hot-dated” describes a new dis- 
tribution system developed for Jewel 
and French brand coffee and ex- 
plained in current advertising. 

“Today, Kroger hot-dates its cof- 
fees as they come from the roaster 
—rushes them direct to the stores— 
gives them the shortest time limit 
(commencing with the roasting date) 
they can stay on the shelves. 

“When its time limit is up, you 
can’t buy that coffee at any price. 


— 


Never before has any coffee mer. 
chant offered such coffee service. 
Never before has any coffee mer. 
chant offered such super-fresh cof. 
ae 


Never Exceeds Limit 


“As soon as your present supply 
of coffee runs out, go to a Kroger 
Store and get a pound of hot-dateq 
coffee—coffee that’s ground while 
you wait (except vacuum-packeg 
Country Club).” 

The copy is illustrated by a pie. 
ture of a package of Kroger’s Jewe| 
coffee with a number stamped op 
the bottom. 

The photographs made for Kroger 
by Underwood & Underwood occupy 
more than half of the space in each 
advertisement. While the pretty gir] 
theme is not ignored, the photo. 
graphs also show members of the 
older generation taking their Kroger 
coffee with a smile. 

Ralph H. Jones Company is plac. 
ing the campaign. 


Seal Meat Will Be 


Featured by Hotels 


Seal meat supplied by the Byrd 
Antarctic Expedition will be served 
next summer at all the hotels oper. 
ated by the National Hotel Manage. 
ment Company, New York. Antare. 
tic blue whale meat may also be 
added to the menu. 

The organization’s units include 
the New Yorker and Lexington, New 
York; Book-Cadillac, Detroit; Neth- 
erland Plaza, Cincinnati; Van Cleve, 
Dayton, and the Adolphus, Dallas. 


Brophy and Salisbury 
Take Posts With NBC 


R. M. Brophy has resigned as as- 
sistant general manager of the Cana- 
dian Marconi Company to join the 
National Broadcasting Company, 
New York, as assistant manager of 
station relations. 

Edward de Salisbury, for the past 
four years advertising art director 
of the NBC advertising and sales 
promotion department, has been ap- 
pointed sales promotion manager of 
the NBC artists’ service bureau. 


ROTOCRAVURE 
SECTION 


COMIC 
SECTION 


NEWS 
SECTION 


COLOR 
MAGAZINE 
SECTION 


MAGAZINE 
SECTION 


surely 


U. S. REPRESENTATIVES 


paper... 


THE TORONTO STAR WEEKLY has taken 
another remarkably rapid forward stride. 
culation has increased from 229,072 copies weekly 
average during September, 1933, to 287,276 copies 


96 


Its cir- 


»4904 


WEEKLY INCREASE 


INA SI 


The Toronto Star Weekly is essentially a family 
newspaper. 


It goes home, stays home and 
read in the home. 


Its rapidly increasing 
circulation is splendid evidence of its merits as an 
entertaining, instructive, informative family news- 
and because it is a home newspaper so 
widely read by the more progressive, substantial 
families in the great, wealthy Canadian market, 


NGLE YEAR 


is lei- 
merchandise. 


vertisers. 


ONTO STAR WEEKLY 


: CHAS. H. EDDY CO., NEW YORK, CHICAGO, BOSTON 


weekly average during September, 1934. 
ormous and spectacular gain of 58,204 copies a 
week is greater than the total circulation of any 
Ontario newspaper published outside Toronto, 


advertisers have found The Star Weekly to be a 
very profitable medium through which to sell their 
The attractively 
rates and the choice of advertising in either black 
and white or color newsprint, or monotone or color 
rotogravure, are other features that make The To- 
ronto Star Weekly particularly desirable to ad- 


This en- 


low advertising 


By far 
the largest 
circulation 
in Canada. 
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HUPP CAMPAIGN 
MAKES BID FOR 
LARGER MARKET 


New Gar Is Listed for Less 
Than $700 


Detroit, Mich., Nov. 8.—Deter- 
mined to increase its sales potential 
to 8O per cent of the 1935 market, 
Hupp Motor Car Corporation is 
launching this week an _ intensive 
newspaper, magazine and direct mail 
drive to announce its invasion of a 
new field with the introduction of 
the lowest priced Hupmobile ever 
placed on the market. 


Rufus S. Cole, executive vice-presi- 
dent and general manager, in an- 
nouncing the new line, declared that 
Hupmobile is now squarely in the 
low price field with the new four- 
door sedan and that this car, listing 
under $700, with the two distinctive 
aerodynamic models, gives Hupp the 
price range which will enable it to 
compete for the coveted 80 per cent 
of the motor car market. 


The campaign got under way this 
week in metropolitan newspapers 
covering approximately 80 markets 
in which Hupmobile dealerships are 
already well established. A _ con- 
certed effort is being made to build 
up the dealer organization and as 
rapidly as the new dealers can be 
supplied, the newspaper’ schedule 
will be increased, according to Willis 
Monroe, advertising manager. 

The drive will be augmented in 
December by a brief magazine cam- 
paign which is scheduled to assume 
zreater proportions the first of the 
vear When the sales drives of the 
rest of the industry gain full impe- 
tus. A full page will appear in the 
Dec. 1 issue of Collier’s and the Dec. 
S issue of Saturday Evening Post. 


Stress New Brakes 


Throughout the campaign greatest 

stress will be placed upon Hupp’s 
uewly developed Steeldraulic power 
jrakes, the important distinguishing 
leature of the 1935 Hupmobiles as 
ompared with the 1934 models. They 
have been added as standard equip- 
ment on all models and instead of 
requiring a change in the existing 
brake design, the new system simply 
incorporates the power unit in the 
)resent braking system to provide 
lor more effective control. 

The Steeldraulic power brake util- 
izes energy created within the intake 
manifold. The master control cylin- 
ler is built into the left rear X-mem- 
ber directly in back of the storage 
lattery on the lower priced series 
‘nd attached directly to the left 
‘hassis side rail on the aerodynamic 


series. With this development pedal 
pressure is reduced by more than 50 
ler cent, and is said to give “feather- 
touch” control. 


According to the company, Hupmo- 
biles equipped with the new power 
brakes and traveling at 40 miles per 
hour can be stopped 39 feet shorter 
la cars with the standard brakes, 
sing the same amount of pedal 
lressure, At 60 miles an hour a stop 
wth the power brakes can be made 

‘) feet less. 

With the price of $695 for the six- 

Ylinder, four-door, five-passenger 
sed and the two-door, five-passen- 
Ser coupe with rumble seat, the 1935 

517-W car is $100 lower than 
the 1934 edition of this series. 
rice of the standard touring 
| with trunk is quoted at $745, 
that of the de luxe touring 
sedan, at $795. 

Many important improvements in 
“Ppearanece and equipment are incor- 
“rated into the aerodynamic series 
-l.) and 527-T. The price range of 
“L005 to $1,195 for the series 521-J 
‘Moins unchanged while the eight- 
ier series, 527-T, now lists at 


ipping of the new cars to dealer 
P'h's throughout the country has 


already started, and deliveries on the | 


new models are starting immediately. 


Now “Liquor Selling” 

The name of Liquor Industries 
Wholesale, a unit of Eugene A. Sittig 
& Son, Chicago, has been changed to 
Liquor Selling. Wandless Associates, 
Inc., New York, has been appointed 
to represent this paper and Brewer 
«& Maltster, another Sittig publica- 
tion. 


New Client for Reese 


Champion Importation Company, 
New York, imported wines and 
spirits, has appointed Thomas H. 
Reese & Co., New York. A campaign 
will start this month using class 
magazines and newspapers in Michi- 
gan and New York. 


Amateurs Get 
Big Chance on 
saag Phillips Hour 


Bartlesville, Okla., Nov. 8.—How 


to use the radio without paying high | 


prices for talent is the problem which 
has been solved by Phillips Petro- 
leum Company on a local program 
initiated over WGN, Chicago, on a 
three-a-week basis. 

Phillips has revived the time-hon- 
ored “local talent night” of vaude- 
ville days. If the plan is as success- 
ful as expected, it will probably be 
extended to other stations. 

Anyone, regardless of sex or age, 


who thinks he or she has talent, is 
invited to put on his act on the ra- 
dio on the Phillips quarter-hour. The 
initial program Tuesday night was 
pragaens largely to those specializing 
|in sound effects. The radio audience 
was treated to the sound of waves 
|dashing against a rocky shore, 
achieved by shaking some peas in a 
can. The slamming of a door, the 
bark of a pistol shot, and the wail- 
ing of a dog were other entertain- 
ment features provided by the ama- 
teurs. 

The program even revealed that 
there are numerous young men who 
believe they were destined to be 
radio announcers. Several of these 
were given Phillips 66 gasoline com- 


parently gaining more attention than 
if it had been sent over the ether 
by experienced announcers. 


Agency for Softener 


Advertising of Lazy Man’s Cleaner, 
water softener and household cleaner, 
made by the Founders Paint Com- 
pany, Milwaukee, has been placed 
with Klau-Van Pietersom-Dunlap As- 
sociates, Inc., Milwaukee. Newspa- 
pers in 24 states will be used. 


Electric Outlets Up 


Sales Managers Ticker Service, 
New York, shows a continued gain 
in the number of new electrical 
goods, appliance and radio retail and 
wholesale outlets for October over 
September. Plumbing and heating 


mercials to read, the advertising ap-| concerns have fallen off in the period. 


In Canada— 


usiness LS Improving 


The remarkable economic recovery of Canada is well shown in facts revealed 
in a number of authoritative reports from both government and business 
sources. The Financial Post, October 27, says: “Economic recovery in Canada 
during the third quarter of 1934 showed a further slight extension, the level 
of industrial activity at the end of the period being 41.5 per cent above the 
low point of the depression, reached in March, 1933. Business conditions 
during the quarter were maintained at a level about 12 per cent higher than 
in the same period of last year.” 


Foreign Trade Up 

Canada’s Foreign Trade is showing quite a substantial 

increase. For the first 9 months of 1934, imports in- 
creased from $281,000,000 to $377,000,000 as compared 
with the same period of 1933. Domestic exports increased 
from $360,000,000 to $459,000,000 for the same period. 
Canada’s total trade for this first nine months’ period was 
$84 1,000,000 in 1934 as compared with $645,000,000 in 
1933—an increase of more than 30 per cent. 


Retail Gains Continue 

While retail trade recovery has been generally slower 

than industrial recovery with the index about 5 per cent 
ahead of a year ago, there has been no set-back in the 
volume of retail trade. Autumn and early winter mer- 
chandise is moving in good volume. Wearing apparel 
and linens are in heavy demand. The best period in years 
is being experienced by furniture and radio stores. 


Orders to wholesalers continue to stress the need for 
immediate delivery—evidence of the bareness of dealers’ 
shelves. Wholesale dry goods orders are running from 
10 to 25 per cent larger than a year ago, with future com- 
mitments in many instances nearly double those at that 
period, according to Dun and Bradstreet, Inc. Groceries 


and foodstuffs are nearly 20% 
above 1933. Collections on cur- 
rent accounts are most satis- 
factory. 


Manufactures 
Continue to Expand 

“Expansion in manufactur- 

ing operations continued 
steadily throughout the first 
half of the year and recent re- 
ports are encouraging,” states 
the Royal Bank in its September 
letter. “The official index of 
manufacturing production 
reached 100 in May. This is the 
highest point recorded since 
July, 1930, and compares with 
a low of 58.7 for February, 
1933.” 


The Financial Post reports that 
the part played by the manu- 
facturing industries in main- 
taining the general level of 
activity during the third quar- 
ter is evident from employment 
returns, which show that em- 
ployment in manufacturing 
continued to new high levels 
without recording a recession 
in any month. 


Impressive Gain In Physical Volume 
The impressive increase in the physical volume of busi- 
ness in Canada since the first part of last year is shown 
in the advance of major factors compiled by the Dominion 
Bureau of Statistics. For the first eight months of 1934, 
the index based on 45 factors of production and distri- 
bution averaged 93.6, compared with 75.7 in the same 
period ‘of 1933. “This increase in a comprehensive index 
of this nature presents a measure of the excellent resump- 


tion of operations since the low point of the depression.” 


Maclean’s Magazine recently decided on 
two important steps in line with the growing 
feeling of optimism and business improvement 
in Canada. FIRST—the price of Maclean’s 
Magazine was reduced from 10c to 5c a copy. 
SECOND—new plans were adopted to make 


the magazine even more popular. 


Already, circulation is climbing. At its new 
popular 5c price, Maclean’s provides for 
national advertisers an increasingly-thorough 
coverage of the best-buying homes in Canada. 


During the latter part of 1934, Maclean’s has 
shown impressive and continuous linage gains 
compared with the corresponding months last 
year. Contracts received indicate that this 


situation will continue. 


An advertisement in the issue currently be- 
ing made up automatically insures an adver- 
tiser the present card rate for twelve months. 


Maclean's 


Canadas National Magazine 


481 University Avenue 
TORONTO, CANADA 


Montreal 
London, Eng. 


New York 
Chicago 


The Financial Post later reports that the third quarter 
showed definite evidences of further expansion in major 
industries though the period was one of consolidation 
rather than marked gains. 


Canadian Production Compared 

The current monthly review of the Dominion Bureau 

of Statistics gives an interesting comparison of indus- 
trial production in Canada with that in the United States, 
the figures for the latter being from the Federal Reserve 
Bulletin. On the index basis of 100 for 1926, industrial 
production in Canada in July stood at 95.6 and that in 
the United States at 70.0, while Canadian manufacturing 
production in the same month had reached 99.0 and that 
in the United States 69.0. The most important feature, 


however, is the steady trend to- 
ward recovery in Canada as 
compared with the more erratic 
movement in the United States. 


English View of 
Canada's Recovery 


The Financial Times of 

London, England, Sept. 28, 
comments upon Canada’s eco- 
nomic recovery: ‘Statistics re- 
lating to the comparative ex- 
tent of the economic business 
recovery in Canada and the 
United States reveal a marked 
superiority by Canada in all 
industrial activities. 


“As far back as 1933, it became 
discernible that the economic 
recovery enjoyed by Canada 
was rapidly outstripping that 
experienced in the United 
States. Since then, without re- 
sort to any extreme examples 
of governmental interference 
in private industrial and com- 
mercial activities, the Dominion 
has been apparently forging 
ahead at an amazing rate.” 


: 
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Clifford Funkhouser 
. . . . dS 
Joins “Daily Biloxian 
Clifford Funkhouser has joined the 
Daily Biloxian, Biloxi, Miss., as man- 
ager of the merchandising depart- 
ment. 
The paper has begun publication of 


three editions daily, one serving 
Jackson County, another Harrison 
County and the third the City of 


Biloxi and immediate territory. 


Agate Club Donates 
to Its Pet Charity 


The Agate Club, Chicago, voted its 
annual contribution of $250 to adver- 
tising’s favorite charity, the Off-the 
Street Club, at its November meeting 
at Medinah Athletic Club Monday. 

John Schulmerich, Big Ten foot- 
ball official, was the speaker at the 
club’s luncheon. 


To Free & Sleininger 


Free & Sleininger, Inc., has been 
appointed national advertising repre- 
sentative of station WOC, Davenport, 


which reopens as an associate sta- 
tion of the Columbia network on 
Nov. 11. WOC-WHO, Des Moines, 


will continue as WHO. 


“Nation’s Business is read 
with much interest by sev- 
eral people in our organiza- 
tion. Personally, I always 
keep in touch with it and I 
have a deep appreciation of 
its worth.” 


THOS. ]. WATSON, 
President 

International Business 
Machines Corp., 

New York City 


MR. WATSON, a sub- 
scriber since 1924, is one 
of the 31,050 executives 
who receive Nation’s Busi- 
ness because of member- 
ship in the United States 
Chamber of Commerce. 
The membership subscri- 
bers, originally the only 
subscribers, nowconstitute 
12°(, of the total net paid 
circulation of 253,227. 


“Pages” f 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
—covering LL major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national)—now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as 'questionnaires.’’ ¢ 4 Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 


$00 Sansome Street San Francisco 


“FOUR PAGES" 


Reg. U. S. Pat. Off. 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TA N KI Mail Advertising 


Service 
Booklet, ** Brass Knuckles,’ Free to Executives 
817 Fifth Ave., Pittsburgh, Pa. ATiantic 1290 


Theyre old, but’ beautiful, these 


words: 


QUALITY .... 
SERVICE .... 
e PHOTOSTATS e 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York lFor Al! Branches 
Cleveland: Main 9335 


; (State 6013-4 
Chicago State 5980-1 


GARNERS MAJOR HONORS IN 1934 CHICAGO 


OUTDOOR EXHIBIT 


i 


“SO MUCH MORE FOR 


PONTIAC WINNER 
OF OUTDOOR ART 
AWARD FOR 1934 


(Continued from Page 1, Col. 3) 
honorable mention in the competi- 
tion, which included 350 posters, of 
which 100 were hung in the exhibit. 
The advertisers and artists received 


Alphonso 
whose 


isigned by 


|Chicago sculptor, work has 


SO L/TTLE MORE™ 


Pontiac poster which was adjudged the best example of outdoor advertising art in the annual exhibit in Chi- 
cago this week. Campbell-Ewald Company is the agency. Pictures of other winners are on Pages 24 


and 26. 


‘Fluke; agency, Campbell-Ewald Com-| scope of the program should be 


| $2 
replicas of a handsome bronze de- | More 
lanelli, famous | States 


pany. 

Wrigley chewing-gum poster, 
“Keeps the Taste in Tune”; adver- 
tiser, William Wrigley, Jr., Com- 
pany; artist, Weimer Pursell; 
agency, Charles W. Wrigley Com- 
pany; lithographer, Gugler  Litho- 
graphing Company. 

-almolive soap poster, “Men Never 
Forget That Schoolgirl Complexion” ; 
advertiser, Colgate - Palmolive - Peet 


agency, Benton & Bowles; _litho- 
grapher, Latham Lithographing Com- 


pany. 
U. S. Tires poster, “More Miles 
Safety”; advertiser, United | 
Rubber Company; artist, 


Leonard London; agency, Campbell- 


P s | — - in 
been used in other previous competi- | wald Company. 


tions. 


Ethyl gasoline poster, ‘Next Time 


Paul B. West, managing director Get Ethyl’; advertiser, Ethyl Gaso- 


of the Association of National Adver- | line 


tisers, who made the principal ad- | 


dress at the opening luncheon today, 
urged the appointment of a commit- 
| tee to study the whole question of 
| poster technique, asserting that little 
‘progress has been made in the de- 
velopment of outdoor copy in the 
/past ten years, and that with the 
lmechanics of outdoor advertising 
|now modernized, it 
jan intensive study of the proper 
|method of presenting a distinctively 
| outdoor message with the speed and 
|other characteristics which the me- 
}dium demands. 


List of Prize Winners 

The prize awards, including honor- 
able mentions and credit to artists, 
agencies and lithographers, were as 
| follows: 
| First prize, Pontiac poster, “So 
Much More For So Little More”; ad- 
vertiser, Pontiac Motor Car Com- 
pany; designed by H. Ledyard 
Towle; agency, Campbell-Ewald Com- 
pany; lithographer, Continental Lith- 
ograph Corporation. 

Second prize, Oldsmobile poster, 
“Get in and Go”; advertiser, Olds 
Motor Works; artist, Byron Musser; 
agency, Batten, Barton, 
Osborn, Ine.;  lithographer, 
bridge Lithographing Company. 

Third prize, C. & O. poster, “Sleep 
Like a Kitten’; advertiser, 
peake & Ohio Railroad Company; 
designed by H. Ledyard Towle; 
agency, Campbell-Ewald Company; 
lithographer, Continental Lithograph 
Corporation. 

Honorable mentions: 

Arvin Car Radio poster, “It’s Bet- 
ter Than Our Set ’; adver- 


Stro- 


at Home”; 


artist, Andrew Loomis; agency, Sid- 
ener, Van Riper & Keeling, Inc.; 


ing Company. 

Standard Oil 
Have I Got Live Powe) 
Standard Oil Company 
artist, Walter Ohrley; 
Cann- Erickson, Inc.; 
Edwards & Deutsch 
Company. 


poster, 
of Indiana; 
agency, Mc- 
lithographer, 


Honorable Mentions 

Fuller Paints poster, “The Last’; 
advertiser, W. P. Fuller & Co.; art- 
ist, Frederic Stanley; agency, Mce- 
Cann-Erickson, Ine.;  lithographer, 
Schmidt Lithographing Company. 

AC spark plug poster, “Have Your 
Plugs Cleaned”: advertiser, AC 
{Spark Plug Company; artist, Harold 


tiser, Noblitt-Sparks Industries, Inc.; | 


lithographer, McCandlish Lithograph- | 


is time to begin | 


Durstine & | 


Chesa- | 


“Ba-a-aby, | 
:; advertiser, | 


| 
| 


Lithographing | 


| 


ireaches 


Corporation; agency, Batten, 
Sarton, Durstine & Osborn, Inc.; 
lithographer, Continental Lithograph 
Corporation. 

Cadillac and LaSalle poster, ‘“Prog- 
ress Means Change”; advertiser, 
Cadillac Motor Car Company; agency, 
Campbell-Ewald Company. 

Better lighting poster, 
Watts”; advertiser, New York 
son Company; artist, William 
fert: agency, Batten, Barton, 
stine & Osborn, Inc.; 
Latham Lithographing Company. 

Chevrolet poster, “Stand By”; 
vertiser, Chevrolet Motor Car 
pany: agency, Campbell-Ewald Com- 
pany. 

In his talk at the luncheon today 
Mr. West expressed optimism as to 
the future of advertising in general, 


“Sixty 
Kdi- 
Sei- 

Dur- 


ad- 


and predicted some amazing develop- | 


ments in the mechanics of the busi- 
ness, such as television and three- 
dimension printing. 
Wants Technique Studied 

He commended the outdoor adver- 
tising industry for having put its 
house in order by giving the adver- 
tiser what he wants. In the work of 


modernizing the medium he credited 
the | 


Turner Jones, vice-president of 
Coca-Cola Company, with having 
started the movement for measuring 
the volume of traffic and giving the 
impetus for the work of the joint 
committee representing advertisers, 


agencies and the outdoor industry in | 


setting up the Traffic Audit Bureau. 

“Many plant-owners,” he declared, 
“have torn down poster panels which 
were badly located and have replaced 
them with structures which repre- 
sent greater values to the adver- 
tiser.” 

Mr. West pointed out the numer- 
ous corollary values which have de- 


veloped from the study of traffic 
|flow, such as more accurate defini- 
tion of trading areas, the develop- 


ment of a technique for measuring 
potential trade based on traffic, thus 
indicating proper locations for retail 
outlets, the establishment of accu- 
rate rental values, ete. 

“Outdoor advertising,” he con: 
tinued, “is the only medium which 
markets on the move. _ It 


|should therefore have a specific copy 


technique based on the idea of speed 
and action. The opportunity for out- 
door advertising is still ahead, be- 
cause there remains to be found the 
correct formula for outdoor copy. 
“Prize awards such as are given 
here serve a useful purpose, but the 


lithographer, | 


Com- | 


| broadened. 
|to offer as much as $10,000 or $25,000 
‘as a first prize to stimulate the 
|proper amount of study in the per- 
fection of the ideal poster, provided 
ithe proper basic standards could be 
|set up. I believe a committee repre- 
|senting all interests, and devoted to 
the study of poster copy technique, 
| would be able to develop progress as 
|remarkable as that which has been 


‘Company; artist, Andrew Loomis; | recorded through the Traffic Audit 


Bureau.” 
Personnel of Jury 


The awards were presented by 
Capt. H. Ledyard Towle, art director 
of the Campbell-Ewald Company, De- 
troit, who explained the features of 
each poster which had impressed the 
| judges favorably. 

Frank A. Berend, advertising man- 
ager of the Pontiac Motor Car Com- 
pany, and R. A. Merrill, of the AC 
Spark Plug Company, were on hand 
to receive the awards on behalf of 
| their companies. 
| The jury of awards which passed 
/on the exhibits was as follows: 


a 

Mrs. Jacob Baur, Chicago; Aubyp 
Chinn, president, Women’s Advertig. 
ing Club, Chicago; W. Frank Mp. 
Clure, president, Chicago Federateg 
Advertising Club; Mrs. O. W. Dynes 
past president, Garden Club of [yj 
nois; Henry T. Ewald, chairman, No. 
tional Outdoor Advertising Bureay 
Earl J. Freeman, vice-president, Ke) 
logg Company; W. B. Geissinger, ag 
vertising manager, California Fry; 
Growers’ Exchange; Charles F. Kg). 
ley, assistant director, Art Instity, 
of Chicago; Edgar Kobak, chairmay 
Advertising Federation of America 
Andrew Loomis, Chicago artis; 
Trowbridge Marston, president, Lit} 
ographers’ National Association 
Stuart Peabody, chairman, Associ, 
tion of National Advertisers, Ine 
John H. Platt, advertising manage; 
Kraft-Phenix Cheese Corporation 
Paul Ryan, Donahue & Coe, Inc.: ¢ 
Ray Schaeffer, advertising manage, 
Marshall Field & Co.; Mark Seeley 
western art director, Outdoor Adye; 
tising, Inc.; A. N. Steele, advertising 
manager, Standard Oil Company o; 
Indiana; Haddon Sundbloom, (}j. 


| cago, artist; and Capt. Towle. 
It would be worth while | eer 


Ernest B. Mayon 
Heads Canadian Group 


Ernest B. Mayon, editor of the 
Merritt Herald, has been elected pres. 
ident of the British Columbia and 
Yukon Press Association. 

G. W. A. Smith, Surrey Leader, js 
first vice-president; L. P. Sullivan, 
Cranbrook Courier, second vice-presi 
dent; J. E. Jamieson, Armstrong Ad 
vertiser, secretary-treasurer; and 6. 
W. Griffiths, Vernon News, auditor. 

New directors: T. W. Green, Powel! 
River News; C. A. Barber, Chilliwac} 
Progress; Thomas Collinge, Lady- 
smith Chronicle; E. M. Daly, Ross. 
land Miner; and Ben Hughes, Courte- 
nay Argus. 


Detroit Post Elects 


Eugene M. Zuber has been elected 


commander of the Advertising Men's 
Post, No. 365, American Legion, De. 
troit. 
first vice-commander; Preston 
/erts, second vice-commander; 
Kk. Miller, finance officer; and D. W 
Bay, adjutant. 


s 
line page... 
1,300,000 cash buying circulation 
...active women shoppers... all 


concentrated in the 1273 tested 


markets where 75% of all retail 
buying is done. Rates effective 


through July issue. 


Tower Magazines, Inc. 


HOME - SERENADE - NEW MOVIE - TOWER RADIO - MYSTERY 


Others officers are A. J. Dixon, 
Rob- 
Luke 
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ADVERTISING AGE 


PoPY TESTS IN 
SPOTLIGHT FOR 
ANA. MEETING 


\genicy Compensation Also 
to Be Discussed 


New York, Nov. 8.—Copy testing, 
advertising agency compensation and 
an important announcement anent 


future plans will feature the 25th 
annual meeting of the Association 


¢ National Advertisers at the Am- 
passador Hotel, Atlantic City, N. J., 
Nov. 18-21. 

Relenting after holding an all- 
losed meeting at Chicago last sum- 
mer, the A. N. A. has provided two 
pen sessions, at which invited guests 
will be made welcome, 

“It is our feeling,” explained Allyn 
Bp. MeIntire, vice-president of the 
Pepperell Mfg. Company, Boston, and 
A. N. A. president, “that problems of 
the advertiser, the agent and the pub- 
lisher are so intertwined that more 
time should be allotted for their mu- 
tual discussion. Consequently, we 
have invited many of our friends to 
be present at the sessions Tuesday 
afternoon and Wednesday morning, 
as well as at the banquet Tuesday 
evening.” 

The meeting will open with a 
buffet supper and reception for mem- 
ers only on Sunday evening. The 
Monday morning session, which will 
also be closed, will be a _ business 
meeting devoid of set addresses. 
Topics for discussion include copy 
lesting, agency compensation and 
affairs of the association. Election 
f officers will also be held at this 
session, 

A closed luncheon will be held at 
non Monday, with John Scoville, of 


the Chrysler Corporation, as the 
peaker, 

Seven Group Meetings 
Group meetings will occupy the 
‘tage Monday afternoon. Seven gath- 
ings will be held to give adver- 


isers in each field an opportunity to 
their specialized problems. 

0. Buckingham, Cluett, Peabody 
& Co., will preside at the department 
tore merchandising group meeting. 
ther sessions being scheduled as fol- 
Ws: 


IsCuss 


Drug and toilet articles group, H. 
i. Thomas, the Centaur Company; 
products, Stuart Peabody, 
Company; industrial adver- 
‘lisers, Ralph Leavenworth, Westing- 
use Electric & Mfg. Company; in- 
‘surance, A. A. Fisk, Prudential In- 
‘irance Company of America; petro- 
eum, R. J. Flood, Gulf Refining Com- 
inv; paint, chairman to be an- 
lounced, 

Those interested in radio advertis- 
ig will hold a closed meeting Mon- 
iV evening. 

The Tuesday 
‘NC] 


grocery 


Borden 


morning session, 

will also be closed, will deal 
liefly with the division of the ad- 
eftising dollar covering newspapers, 
naga radio, direct mail, and 
papers. The speakers in- 
Dr. George H. Gallup, Gallup 


ines, 
lsiness 


lude 


Nesearch Service, Chicago, on com- 
Marative costs; John Caples, Batten, 
Sarton, Durstine & Osborn, New 
‘ork, who will talk on copy; and 


H. M Warren, National Carbon Com- 
‘any, on direct mail and business 
aper advertising. There will also be 
‘Speaker on radio. 

The open portion of the meeting 
begin with a luncheon on Tues- 
rhe speaker will be Willard M 


‘iplineer, capital observer, on 
Wha’s Ahead in Washington.” The 
‘Mainder of the afternoon will be 
‘Yen over to a discussion of legis- 


affecting advertising and sales, 
‘0 be initiated with a report by Ber- 
Lichtenberg, chairman of the 
A. government relations com- 


‘Et In addition, Dr. G. B. Hotch- 
rofessor of marketing at New 
University, 
standards. 
25th annual banquet will be 


will talk on con- 


held Tuesday evening, with a special 
program which will live up to the 
high standards established by the 
A. N. A. 

Paul Hollister, vice-president in 
charge of publicity for R. H. Macy 
& Co., New York, will open the 
Wednesday morning session, which 
will be open to guests. Following 
him will be Dr. Miller McClintock, 
who will describe the method evolved 
to determine trading areas and estab- 
lish the relation of traffic flow to 
trade expectancy at any given retail 
location. 

Lee H. Bristol, vice-president of 
Bristol-Myers Company, New York, 
and a former A. N. A. president, will 
speak as a trustee of the agency com- 
pensation study. President McIntire 


will then make an important an- 
nouncement regarding future plans 
of the A. N. A. 

The program committee, headed by 
R. J. Flood, has built such an at- 
tractive program on_ specifications 
laid down by members that Paul B. 
West, managing director, reported 
an unusually hearty response to in- 
vitations to members to attend, in 
spite of the fact that “right now 
every business man is_ seriously 
pressed for time.” 


Paper Changes Name 
World Trade, New York, effective 
with the October issue, changed its 
name to Universal Commerce and 
merged its automotive and radio edi- 


| tions. 


Packer Expandse; 
Changes Plant Name 


Packer of Florida, Inc., outdoor ad- 
vertising, has purchased the Smith 
Alford poster plants at Daytona 
Beach, Ormond and New Smyrna, 


Fla., and the Flury Advertising Cor- | 


|poration, Austin, Texas. 


The name of the branch at Butte, 
Mont., known as the Wisner Poster 
Advertising Company, has been 
changed to the Packer 
Corporation. 


Kohnstamm Promoted 


F. R. Kohnstamm, sales promotion 
manager of the Westinghouse Electric 
& Mfg. Company, with headquarters 
at East Pittsburgh, Pa., has been 


/made manager of the lighting divi- 


sion, in the Cleveland branch. 


Advertising | 


| 


WIXBS, Waterbury, 


Begins Operations 

Station WIXBS, Waterbury, Conn., 
began operations Nov. 2 with an in- 
augural program originating in the 
State Theater, Waterbury, and car- 


ried by the American Broadcasting 
System. 


The new outlet is owned and oper- 
ated by the Waterbury Republican 
and American, of which William J. 
Pape is president. The wave length 


used is 1,530 kilocycles with 1,000 
watts of power. 
Limits Dental Copy 


Any newspaper advertisement of 
dental service larger than 20 square 
inches constitutes unprofessional ad- 
vertising, the Wisconsin State Board 
of Dental Examiners ruled this week. 


... Change all old ideas on selling Balti- 


more... there’s a new, a dominant, an overwhelming 


voice that will not be denied . . . there is now ONE 


paper reaching over 81% of ALL homes in the Ballti- 


more ABC city zone. .. . ONE vast group of 4 out of 
every 5 families ... the IMPERATIVE buying group 


... the Baltimore News-Post is now read by 


6.600 DAILY 


... by far the largest circulation ever attained AND 


MAINTAINED in the Baltimore territory ... more in 


the city, more in the suburbs, more in the country... 


and constantly increasing . . . equally impressive is 


the dominant position of the Baltimore Sunday 


American. Its circulation of 219,235 is the largest 
in all of the South . . . Things have CHANGED in 
Baltimore. Get the LATEST facts . . . today. 


NEWS: POST 


Baltimore's Outstanding Newspaper 


NATIONALLY REPRESENTED BY 
RODNEY E. BOONE ORGANIZATION 
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November 10, 1934 


TEST CAMPAIGN 
IS SEQUEL 10 
FLAKO CONTEST 


New York, Nov. 8&.—Capitalizing 
on interest obtained by a prize con- 
test so designed that whatever her 
convictions about Flako pie crust, 
the housewife could compete with 
truthful expression of her ideas, a 
newspaper advertising campaign is 
being launched in dominant size 
space by Flako Products Corpora- 
tion, New Brunswick, N. J. 

Created by Churchill-Hall, Inc., it 
will be run in three test cities with 
the expectation of increasing the 
schedule later. The contest series 
ran in New York and a number of 
other cities. 

What made the Flako ple crust 
contest unique was that not only 
was a newspaper series prepared 
calling for letters on “Why I Use 
Flako,” but the idea was carried 
further by the preparation of an- 
other series, identical in space and 
layout, calling for letters on “Why 
I Do Not Use Flako.” Prizes 
amounting to $250 were awarded. 
In each series, reference was made 
to the opposing contest. 

The response was reported great 
both in quantity and quality. Flako’s 
convenience, quality, economy, sure 
results and flakiness were singled 
out for praise. Only two contestants 
who had used Flako were not satis- 
fied with it. 

Letters on “Why I Do Not Use 
Flako” were the most interesting, 
giving an insight into the buying 
habits and _ preferences of con- 
sumers. A surprisingly large num- 
ber contained helpful suggestions 
on the packaging of the product. 
Some women offered advice on 
media and character of advertising 
and recommended merchandising 


Fd 
és 
Se 


ou r reach 5,200,000 active 


Fs 


women buyers fn the 


TAKES SECOND HONORS IN ANNUAL OUTDOOR ART COMPETITION 


Nand 


Glad 


Be. Ae 


_DSMOBILE ‘650 


3 


Poster for Oldsmobile, executed under the direction of Batten, Barton, Durstine & Osborn, which was 


plans. Others revealed ways and 
means of breaking down their re- 
sistance to the product. 

The advertisement announcing 
winners in the negative contest said 
that “against the hundreds of wo- 
men who entered the other contest 
on ‘Why I Use Flako,’ few entered 
this ‘Why I Do Not Use Flako’ con- 
test, thus indicating that most wo- 
men use Flako today. And of the 
comparatively few who wrote, only 
two who had used Flako were not 
satisfied with it.” 

Naming winners of the “Why I 
Use Flako” contest, copy said that 
of 1,066 letters selected at random 
from those received, the entire 
group praised the product's quality, 
714 particularly liked its conveni- 
ence, 677 were impressed by sure 
results, 362 by its economy, and 
438, its flakiness. 

The sequel campaign employs 300 
and 500-line advertisements em- 
phasizing that Flako is used by 
1,000,000 women and that it involves 
an old fashioned recipe ‘without 


1,273 most profitable 


markets of America for only $10,400. Four in- 


sertions this spring in TOWER MAGAZINES 


using the new 680 line page (1,300,000 cir- 


é 


culation) costs only $2,600 per issue. Compare. 


j 
<7} Tower Magazines Ine 


SERENADE* NEW MOVIE * HOME>: TOWER RADIO* MYSTERY 


awarded second prize 


in the fifth annual exhibit of outdoor advertising art. 


the old fashioned bother.” Made of 
best quality flour, baking powder, 
shortening and salt, there is no sift- 
ing, measuring and mixing for the 
housewife to do. Adding water, 
rolling and baking is all that is re- 
quired. “Precision-mixed” is a salient 
expression in the campaign. 

Young brides, reversing the usual 
situation, are presented instructing 
their mothers on pie crust making 
and the “converted” mother is in- 
troduced as a world’s best pie mak- 
er and Flako user today. Elimina- 


tion of crust failures is also 
stressed, 
While the copy is devoted pri- 


marily to Flako, other products of 
the company headed by Arthur Mc- 
Callum are mentioned, such as 
Quiko for biscuits and Cuplets for 
cup cakes. All are endorsed by the 
Good Housekeeping Bureau. 

The contest and follow-up cam- 
paigns were prepared by Churchill- 
Hall under the direction of H. B. 
LeQuatte, its president. 


28 Dry Goods 
_ Stores Unite 
| in Cleveland 


Cleveland, O., Nov. 8.—Twenty- 
eight large neighborhood dry goods 
stores here have united for cooper- 
ative buying, advertising and sell- 
ing. Henceforth, the chain will be 
known under the association title 
of United Dry Goods Stores, Ine. 
It is said to be the first cooperative 


goods stores ever formed. 

The dry goods firms will follow 
the successful methods of the 
Eagle Hardware Stores group 
which formed here over a year ago 
with marked success. The latter 
organization is a consistent big 
space advertiser, offering special 
|featured merchandise each week 
|with a list of all Eagle stores at 
the conclusion of their copy. 
| The group started its campaign 
this week to increase the popular- 
|ity of the old established neighbor- 
/hood stores contained in its 
| bership. 

Cooperative advertising will form 


organization of neighborhood dry | 


mem- | 


| the most important part of the new | 


venture. 


Johnston Offers 
New “Instant Fudge” 


| The Robert A. Johnston Company, 
| Milwaukee, has placed on the market 
jan “instant” powdered fudge, which, 
'when mixed with water and cooled, 
|produces the finished candy within 
15 minutes. The new mixture is 
packaged in an attractive red and 
black one-pound bag. 

A limited number of the company’s 
|Christmas candies are being sold in 
|mirror boxes, circular and diamond 
design, in three sizes. 


Laundry Drive Starts 

The Greater Louisville Laundry- 
owners Association is 
year’s cooperative advertising cam- 
paign, in which 18 laundries are par- 
ticipating. Newspapers, radio and 
truck posters will be used, each unit 
contributing to the expense in propor- 
ition to the number of trucks it uses. 


| 
| 
| 


| 


Planning a} 


MISTAKE GAINS 
ATTENTION FOR 
COPY OF HOTEL 


New York, Nov. 8.—An advertise- 
ment for the Parker House, Boston, 
accidently published without the ad- 
vertiser’s address, was, apparently, 
more effective than it would have 
been had it been correct, curiosity 
about the error serving to impress 
the entire message on the readers’ 
minds. The error also automatically 
provided another advertisement of 
outstanding force. 

The incomplete advertisement, 
written “Time-style” and occupying 
a column in an August issue of Time, 
was prepared by Albert Frank-Guen- 
ther Law, Inc. Not foreseeing the 
pleasant consequences, the agency ex- 
ecutives were horrified when the 
error was discovered in the published 
advertisement. 

Most of the several hundred read- 
ers who wrote either to the Parker 
House or the publication to discuss 
the error have assumed the omission 
was intentional. In most instances 
this group complimented the adver- 
tiser on the subtle implication as to 
the fame of the hostelry. 

Some of the others were not sure 


—= 


whether it was an error or ny 
They wanted to find out and to leap, 
the wherefores of the practice jg 44, 
handling was intentional. 

Others, sure a mistake had been 
made, took delight in saying so, 4) 
correspondents received a Personally. 
written reply from Glenwood Joy, 
Sherrard, managing director. : 

The following excerpt from ty, 
next advertisement in the 


Serfes 
which appeared two months later 
illustrates how lemonade was ma 


from the lemon: 


Making Lemonade 


“Not without a sense of humor \ 
vice-president Arthur Sweet of ga); 
Lake City’s Sweet Candy Company 
After reading the advertisement of 
Boston’s Parker House which ap 
peared in Time, August 13, and nop. 
ing that the copy failed to mentioy 
the city in which the hotel is locateg 
he impishly indited the following 
card, addressed it to the Parker 
House, ‘Somewhere in the Uniteg 
States’: 

““There are other people beside 
Missourians who would like to stop 
at the Parker House if they knew 
where it was located. Fortunately, | 
know but was wondering if the Pog 
Office Department did.’ 

“To Salt Lake City’s Post Office 
all praise for accepting Arthur 
Sweet’s challenge, delivering his let 
ter to Boston’s famed Parker House 
without undue delay. Many another 
alert reader had noticed the strange 
omission, queried the Parker House 
through Time. 

“Most correspondents took great 
pains to claim complete ignorance of 
the hotel’s whereabouts, told of 
friends who were also in the dark 
Let it be known to those who wrote 
and those who wondered that 
although the Parker House does con 
sider itself fairly well-known, the 
omission of its location from the ad: 
vertisement was not premeditated 
was an unaccountable error which 
elicited an immediate response from 
the keen-eyed.” 


Burdick’s New Work 


George Burdick, recently an execu- 
tive of the New York Herald Tribune 
has taken over the post of editor and 
publisher of the Newport, R. I., Daily 
News. 


McClintock With Carey 


George L. McClintock, former) 
associated with the Brooklyn Eagl 
Press, has joined Carey Press Cor 
poration, New York, as vice-president 
in charge of sales. 


Broadcasting. 


CONTINENTAL 
BROADCASTING PUBLICITY 


Well-known Swiss company executing private 
broadcasts through all broadcasting stations on 
the continent of Europe is desirous of getting in 
touch with American Advertising and Publishing 
agencies likely to be interested in Continental 


For particulars please write to 
POST BOX 13522 
Zurich-Hauptbahnhof, 
Switzerland 


Highest banking references will be supplied 
upon request. 


—————— 


———— 


MASS PLAN-ADVEATIS 


HOME-TO-HOME DISTRIBUTION OF ADVERTISING AND SAMPLES 


a 


= 


The age old habit hasn’t changed a bit! Mr. and Py 
Consumer still start their buying trips from HOM - 
If you want them to think favorably of your produc 
or service tell ‘em about it the “MASS PLAN’ pai 
: | : An intelligent discussion of BIG FOUR methods, with 
= : C = application toward your particular problems should re 
= ‘ps . veal many interesting, profit_ making truths. 
your invitation. 


Central Western Office: Advertising Distributors 
of America, 570 W. Monroe St., Chicago 


We await 
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ADVERTISING AGE 


HANUFACTURERS 
AN PUT PUNCH 
IN RETAIL COPY 


Contact Copywriters, Advice 
of Collins 


New York, Nov. 8.—That manufac- 
turers selling department stores con- 
tact the advertising departments of 
those stores is one of the suggestions 
made by Kenneth Collins, former 
rice-president of R. H. Macy & Co., 
and now assistant to the president 
f Gimbel Brothers in his new book, 
Retail Selling and the New Order” 
just off the press. The publisher is 
Greenberg, Inc., New York. 

“Too few manufacturers and repre- 
sentatives get up to the advertising 
jepartment,”” commented Mr. Collins. 
If they do, it is merely to iron out 
sme version of that age-old problem, 
the manufacturer-paid advertisement. 

“The idea of actually getting the 
manufacturer, the buyer and the per- 
son who is going to write the ad- 
vertisement together is a novelty in 
retailing. And yet, hours, days, 
weeks are spent by people in the na- 
tional advertising field doing exactly 
this.” 

When Mr. Collins was directing re- 
tail advertising, he made it a policy, 
when possible, to have the copy- 
writer go to the factory and see the 
reation of the product. He admits 
that this course is not always prac- 
ticable. 

“But who is to stop the intelligent 
manufacturer from talking with the 

pywriter, getting her enthusiastic 
about the story she is to write?” he 
asked. 


Inspiring the Copywriter 


“Recently a representative of a 
anufacturer of hosiery was asked 
ya publicity director to sit @own 
vith the copywriter and talk over his 
product. The advertisement was 
nearly written. And yet when the 
low who had really been in on 
the creation of this particular brand 
{hosiery, who knew the whole his- 
wry of the thing from start to finish, 
xt to the copywriter, you can guess 
vhat happened. She tore up the ad- 
ertisement she had been writing 
ud turned out a really powerful, 
aciting story, which sold the mer- 
handise.”’ 

The same thing is true of display, 
\‘r. Collins asserted. Manufacturers 
lave valuable ideas of how their 
oducts should be shown by retail- 
es, but they seldom pass their ideas 
along. 

Mr. Collins paid his respects to the 
men who are trying to reduce adver- 
‘sing to a formula. He said that all 
ithe statistics collected by depart- 
ment stores have helped develop a 
‘w simple criterions, but even these 
re so often subject to imponder- 


There’s something about 
Rapid Copy Service. They 
deliver faster, or make 
fewer errors, or get you the 
first time, or all three. . . 
Try Rapid. More people 
do it daily. Most of them 
stick, 


* PHOTOSTATS - 


RAPID COPY SERVICE 
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ables that they make relatively little 
difference in the day-to-day operation 
of any advertising program. 

“What all of these studies omit,” 
he said, “is the fact that advertising, 
like that mysterious thing called 
‘merchandising,’ is not a science at 
all, but is still very much of an art 
—an art developed from ‘hunches’ 
and methods of trial and error and 
an understanding of people —their 
needs, their wants, their desires.” 


Strength of “Wants” 


The ideal merchant, he continued, 
is one who is concerned less with 
figures than with human wants—not 
needs. 

“He knows that the average girl, 
earning from fifteen to eighteen dol- 
lars a week, has some sort of a ‘date’ 


almost every Saturday night. He 
knows that she wants a new neck- 
lace, or a collar and cuff set, or a new 
method of doing her hair or mant- 
curing her finger nails. And he 
knows that by hook or crook she will 
get these things—depression or no 
depression, job or no job. 

“In short, he has learned the great 
lesson that no retail store could stay 
in business for a year if it sold 
people only the things they needed; 
and that any retail store can stay 
in business indefinitely by finding 
out what people want—but don’t 
need.” 

Mr. Collins asserted that most re- 
tailers are spending too much for 
advertising, this being due in part 
to the fact that much retail copy is 
used to cover up the mistakes of 


buyers. In other words, too much 
space is devoted to unwanted items 
of merchandise. Mr. Collins believes 
advertising should be placed behind 
only seasonable and desirable goods 
This policy, he asserted, will provide 
the store with the necessary volume 
of customer traffic in every depart- 
ment. 


Starts Air Checks 


A new department for checking 
and recording radio programs has 
been inaugurated at the Freeman 


Lang Studios, Hollywood. 


Appoints Representative 

The Allentown, Pa., Chronicle and 
News has named Lorenzen & Thomp- 
son, Inc., as national representative. 


“Atlantic Monthly” on 
All-Year Club Schedule 


The story in the Oct. 27 issue of 
ADVERTISING AGE describing the cam- 
paign of the All-Year Club of South- 
ern California, omitted the name of 
the Atlantic Monthly from the list of 
papers to be used by the club. The 
Atlantic Monthly will carry the full 
drive. 


New Art Director 


Edwin A. Roberts has succeeded 
Lann B. Smith as art director of 
Hirshon-Garfield, Inc., New York. 


“Tribune” Resumes 


The Miami Beach, Fla., Tribune, 
will resume publication as a daily 
Nov. 15. 


to 


department store! 


over 1933! 


@ a Nebraska retail dealer. 
creased sales of 20°/, over last year! 


Bank Clearings Up 43% 


$304,735,000 


Spend 


$62,000,000 Higher Crop Value 
than Average of Last 3 Years 


$5,000 worth of radio sets were recently sold in | day by 
Radio wholesalers report in- 


@°' 30,000 worth of goods were sold in | day by a Nebraska 


@Furniture buying is 25% heavier than a year ago! 


@ Omaha dry goods wholesalers report sales are up 30°/, 


@Auto and auto supply sales are up 35%! 


@ Nebraska folks are buying MORE and BETTER QUALITY 
clothing than in the last 5 years! 


@Cther lines—hardware, drugs, foods—are showing sub- 
stantial improvement. 


These Facts Presented by 


NEBRASKA 


| Folks Sure are Buying 


in NEBRASKA 


Dealers and Wholesalers Report 
Sales Up 10% to 30% 


NEBRASKA HAS THE CASH 
—and Is Spending It! 


the past 3 years. 


Besides, they have $26,500,000 worth of corn forage and 
$12,000,000 worth of straw—crops never sold in past years. 
In addition, they'll have about $95,000,000 worth of live 
stock. And $27,000,000 worth of butterfat, poultry and eggs. 


GO AFTER NEBRASKA 
BUSINESS — NOW! 


Manufacturers, familiar with the state's real spending 
power, are going after sales, hard! 
more newspaper advertising space. 
that Nebraska newspaper advertising lineage is increasing 


rapidly. 


ING it 


the Publishers 


(Photo taken in Nebraska store, Nov. 3, 1934) 


Despite reduced yields, Nebraska farmers will have $24,- 
056,337 MORE from their planted crops than they averaged 


Nebraska folks HAVE the money . . 
. . . you may as well GET YOUR SHARE! 
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WY on atime 


They're using more and 
Checking records show 


. they are SPEND- 
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Distributor’s New Name 
The Decatur Publicity Service, De- 


catur, Ill., has changed its name to 


Mid-State Advertising Carriers. 


© 
Have you seen 


a copy lately ? 


- 
——_: 
‘ a 
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ow 


al 


Construction 


Methods is a pub- 
lication that scours the construc- 
tion field for photographs of 
up-to-date methods and equip- 
ment and reproduces them for 
the whole industry to see and 
appraise. It is a running his- 
tory of construction methods in 
graphic form. 


It is printed on extra large pages 
to enable the editors to include 
more pictures per page. Of 
course, this enables manufactur- 
ers to use more pictures of their 
products to tune in with the nie- 
torial complexion of the publi- 
cation, 


Moreover it is printed in roto- 
gravure. This means attractive 
reproduction. It also means that 
advertisers can use all the pho- 
tographs they wish to use with- 
out entailing any expense for 
plates. 


But here we are using words to 
describe a pictorial subject. The 
real way to evaluate this publi- 
cation, to get its feel and to sense 
its interest to busy methods men 
in the construction industry, is 
to go through an issue from 
cover to cover. If you haven't 
seen a copy lately let us know 
and we will gladly send sample 
copies. You'll find it one of the 
most interesting publications in 
the whole industrial field 


its own convincing reason why 
manufacturers aiming to build 
reputation in the field of civil 
engineering and construction use 
the combination 


ENGINEERING | 
NEWS-RECORD 


CONSTRUCTION 
METHODS — 


330 W. 42nd St. soi ate 
ei McGraw-Hill 
Publications 
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OLD-TIME NOTE 
IS SOUNDED IN 
VINTNER’S COPY 


New York, Nov. 8.—Old-time 
verses, quaint wood-cut 
illustrations of bygone days suggest 
the conviviality, comfort and solace 
provided by fine wines down through 
the years in a newspaper campaign 
of H. T. Dewey & Sons Company. 

In small space insertions, the copy 
reflects the old ethical standards of 
these pioneer American’ vintners. 
who have been in business more than 
70 years. It relies on understate- 
ment of the company’s case, rather 
than overstatement, in its effort to 
get away from all comparative com- 
ments and inferences, extravagant 
claims and price propaganda that 
gives readers some cause for irrita- 
tion, rather than pleasure. 

Prepared by H. W. Fairfax Adver- 
tising Agency, Inc., the campaign is 
said to be one of the most consistent 
on wines in the country. The adver- 
tiser has run copy every week since 
repeal, and while this has not been 
as large aS some run by competitors, 
it has appeared without a miss when 
competition had used up its available 
advertising funds. 

In newspapers, the insertions are 
60 to 70 lines. Six metropolitan pa- 
pers are used. The copy appears 
toward the end of the week because 
experience shows that the public is 
buying wines very much as it does 
food. A peak in buying comes each 
week on Saturday. The company is 
lending encouragement to this trend 
toward including wines on the provi- 
sions list by doing most of its adver- 
tising on Thursday and Friday. 


toasts and 


In Few Papers 

Copy is also running regularly in 
the New Yorker, and the metropoli- 
tan editions of Life. Vanity Fair and 
sometimes Spur. More widespread 
coverage is not needed just now be- 
cause distribution has been limited 
to the metropolitan area, the com- 
pany having its own store in Man- 
hattan to sell its New Jersey-made 
product, combined with sales through 
about 25 independent suburban liquor 
stores which sought the line. 

Compliments have been received 
from both trade and public on the 
joyful atmosphere of the copy. “Wise 
Fido” has received the most applause 
to date. Illustrating master and 
Fido, the copy has a verse which 
reads: 

“My Dog Doth Note when I 
take wine alone 

That often he can beg 
an extra bone.” 

Beneath this, text points out that 
Dewey’s wines are healthful as well 
is enjoyable. Various other 
of wine drinking, similar to the indi- 
cation of generosity above cited, are 
treated in the series. A booklet on 
cold weather wines is offered. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


aspects 


SALESMEN WANTED 


Men, or women, with successful 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep- 
resentation in Detroit, Cleveland, 
Philadelphia, Boston, Cincinnati. 
Give references in application. Ad- 
dress Box 582, ADVERTISING AGE, Chi- 
cago. 


“posr TION w WNT kb 


College grad. with 6 years “experi- 
ence selling intangibles, 1144 years in 
sales and advertising dept. of large 
mfr. wants connection with publisher 
}or newspaper selling adv. space. Box 


- : 
512, ApvertTIsSING AGE, Chicago. 
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SLEEPING KITTEN CARRIES OFF A PRIZE FOR C. & O. RAILROAD 


Chesapeake and Ohio 


Chase Company’s 


Fabric Campaign 
Hits Bull’s-Eye 


New York, Nov. 8.—- Although in- 

tended to reach but a limited field, 
the fall institutional campaign on 
fabrics and carpets made by the 
Goodall-Sanford Mills and sold by 
L. C. Chase & Co., Inc., has already 
produced several thousand direct in- 
quiries. 
The objective was to reach the type 
of decorator, jobber and consumer 
who would be interested in these 
fabrics. Five class magazines were 
employed and in them five color 
pages are running. The copy fea- 
tures a grouping of four kinds of 
fabrics—-Chase Velmo mohair up- 
holsteries, Seamloc wool carpets, mo- 
hair draperies and Leatherwove. 

Before the consumer 
gan, the agency, Lawrence C. Gum- 
binner, prepared a series of booklets. 
Advertisements were designed with 
a coupon form at the bottom. All 


campaign ever conducted on behalf 
of these products. 

Two of the magazine Insertions 
were spreads in color: the others, 
single pages. The spreads spotlighted 
separately the Seamloc carpet and 
the ‘new Chase mohair.” In_ both 
cases the reader was referred to the 
booklets for the complete story of 
the product. 

Magazine copy on “new mohair” in- 
dicates that the story is one of keep- 
ing pace with periods, trends and 
preferences through generations of 
American home-making. The = con- 


sumer magazines are Arts & Dec- 
oration, American Home, House 
Reautiful Combined With Home «€ 


Field, House and Garden and Town 
& Country. 


The regular trade campaign de- 
signed to reach hotels, hospitals 


architects, steamship companies, dec- 
fabric and carpet jobbers. 
department railroads and 
automobile manufacturers has con- 
tinued with monthly insertions in 20 
mediums. 


Philips Succeeds Condict 


Harold K. Philips, for the = past 
vear public relations counsel in the 
Washington office of the American 
Legion, has been named national pub- 
licity director, with headquarters in 
Indianapolis. succeeding Fred G. 
Condict, resigned. Mr. Philips was 
at one time with the Washington 
bureau of the New York Herald 
Tribune. 


Thomason Joins NRA 


The new adviser of public relations 
for the reconstituted National Indus- 
trial Recovery Board is Samuel Em- 
ery Thomason, publisher of the Chi- 
cago Daily Times. 


orators, 
stores, 


Earle McHugh, advertising direc- 
tor of the International Magazine 
Company, New York, has been elected 


continues as advertising director. 


campaign be- | 


Elected International V.P. 


vice-president of the organization. He | 
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IN AIR CONDITIONED COMFORT 


Third prize in the outdoor sina art exhibit which opened in Chicago this week went to this attractive 


24-cheet. enti Ewald tt Detroit, is the agency. 
pen to FTC Outer Finn, Chicago agency. Newspapers 
magazines, trade papers and direc 


The Federal Trade Commission an- 
nounces that the Procter & Gamble 
Company, Cincinnati, has agreed to 
cease and desist from using the 
words “olive” or “olive oil” as part 
of its trade name or brand, where 
the preducts are not composed 100 
per cent of olive oil, unless a modi- 
fying statement is made equally con- 
spicuous. 


mail will be used. 


Has Booklet on Heat 


The Minneapolis-Honeywell Regy. 
lator Company, Minneapolis, has pub, 
lished a booklet discussing “heat a 
celeration—what it is and how 
differs from heat anticipation,” and 
describing the latest development in 
‘room temperature control. 


Boone Directs Promotion ae 
Frank D. Boone, for the past six a to Hazard 

years assistant advertising director 

of the Toledo Blade, has been ap-| The Voyager Publishing Company 

pointed general promotion manager | New York, publisher of Voyager, Ber- 

of the Horvitz newspapers, an Ohio | muda magazine for Americans, has 

group composed of the Mansfield appointed Hazard Advertising Cor 

News-Journal, Lorain Journal, and) poration, New York. 

Lorain Times-Herald, pease 


Green Appointed A. M. 


Chicago Firm Appoints Joseph G. Green, for nine years o 
The Scurlock Kontanerette Corpo: | the editorial staff of the Louisville 


ration, Chicago, maker of a food| Times has been named advertising 
preservative, has placed its account| manager of the Louisville Gas & Elee- 
| with Reincke-Ellis- Ycunggreen & | tric Company. 


| 
= 


told, this is the largest institutional | 


The Lowest Rate in 
the woman’s field 


for this page size 


Bleed pages 10% more - one column black 
and white $900 - two columns black and white 
$1800 - prices effective through July issue. 


Tower Magazines, Inc. 


HOME + SERENADE + NEW MOVIE - TOWER RADIO + MYSTERY 


the * 

AD 
figur’ 
catic 


729 
lo. 


eral 
jnea 
wom: 
ff 15 
Eis 
rere 

and 
show 
ent. 
Fo 
semi 
inea 
ent. 
De 


W 


Spe ee wer! Ne 2? a gay kant nels pie clog 5 Sa) oh Met ace SO oc ME er Te hi Ti, a a a oe ett. Sd St a ee EARS Seat i Powe Ba 8 * res <ipre® Sinan ae er * Oe TOs ep an Pea Ae TN ete fag Mae One te eee Cy se ae pea is ee 
dae acc d kee Nal aca ome ta ie Cae LM ea SO ek ce Ae Ee OY oA eae SO OA Dae pte y, MMO Le aie ne Me Se err copa  ee 
ae te % > A Bo a eek a Oa an Mrs i, OF are i ke ne ~~ zs 5 ‘" OE hg gy ae ts aN OP Se ca dae aI ee: oe ea a aN Ul ie. oF Progen oa ad 4 oa ol Ri. 
iy Was. Say i 5 ae Bo a e, Fe ah eat ee P= ee as as : ee” Bah EO ? .e tae eng Pa at aaa it re Sih at je aman “3 gue the, By aol a 7 a 
| ly ee ee i ae ee no Se Se Re | i ; s i a “RET B ; An ee ae ge a ue Sie niceeeee es Fee sein: <iy : 
a ike 2 28s % ey apie: we - en shy 2 ; a eh : rs Ps + “4 Racy sae <% 7 2 Ore OMe APR er tee i 5 4 eS % 7 a &? ns y : ae aa A 5 bes “Vina oS eluate aaa Pe We con ea ae boas reg ae Piet 
y a | mis ‘ag ene i es ia f ee eee . % ra ee ee ee vee Ae Pe Ee SRE ce ee ee a ae 
ve 4 nates : ¥ : | 
ee alias 
eee - 
as A ea ' 
: a TEESE nIS=nSSnEESSSSIEnEIE Teena aaaaaaaaaaaaaacaaaaaaaaaaaaaaeaaaaaaaaaaaaaaaaaacaaaaaaaaaaaaaaaacaacaaaaaaaacaaaaaaaaacaaaaaaaaaaaaaaaaaaacaaaaaaaaaaaaaa ma 
if SSS SS SS —D.I 
ae — 
"72 7 
S58 E ae : 
* > - 
4 é ( , 4/ ff SP 
“ae ee 
: 4 | 
S - "< 4 7 ‘ 
a. Pee —- - = fe 
bea : te i ra || | ' 
) 7 e ) . mont 
3 ei we : : 
, | f ures 
. . Nati: 
| | | - ; 
| 2 
i | 
aN mks yh a } ‘ ‘ 
o | de 
Dae = THE, ~~ “GEORGE WASHINGTON - THE SPORTSMAN - THE F 
4 ume x ed ce fm OE TT eee oe ee ee i Ade ee eee, See 
pi vg i 
ie 
2 \ ‘e 
be Pt *s Par o~ | | 
eee om oa" te F ; ; : au M a See any 
es ee. "ss s'7O WASHINGTON AND NEW YORK  —— 
ithe eeaes mf, 7 ' —. ’ ae Oe eee Pf ae a5 ? * . af Bes Pet Pete ee Ee | ag es OT FR ee es ee ™ be eae 
SIT, ig ae ‘ . : | | | 
is ACK Ber, — ees 
Sieg = = eles - hy . , 
echt : Y: i ot. a : 
eg FAO feet 
ae OF on v 
sian: oh, rt - "a * re 
woes eer NS. ee or 
| , : | x é we. 9 
: a Pe 
= - ; to 
: : Nags a. we 
‘. 
: _ —_ _ 
ww, 
——— 
_ Sti 
E- 
: \tlal 
| ‘urn’ 
Foru 
‘lid 
ar] 
levi 
) Seril 
ea To 
(Ge 
Ame 
Ame 
Ame 
{me 
ee oe : 
hr 
"olle 
sn 
‘our 
qu 
Fort 
id 
| | us 
Pe vi 
Fi 
’ | 
stl 
lg 
| ) fe 
a di 
12a ae. 
c = aaa ti 
| iti 
eee | : 
“| ora | | 
° » aes scr | 
ae : 
eres . : 
i oe ms 
ge it | 
ee | | 
i. ae | 
a ee Scie} 
pr wes sa | | 
" ‘por 
is ie. : 
( \ : 
} D \ 
{ 
i ) | 
: | 
i — Po =—= 
: : | 
oo ___ . 
| : 
| | 
| | 
| , 
rary 
| 0 
: | 
| 3 
] a 
‘i 
, : 
| | | 
} | 
| > : 
| ‘ 
—=——— f 680 li : 
\ pe 
—__== = ——— | 
ae ae our color inser ; 
) = SEKVICE PC | 
a tir 
ERA a, 
Ree, 
es ae | Po 
+e Cy ae 
+o}. io eas ; 
a ° . ‘ Rate 
Peale | 
agen Ghee 
fae as ae 
eer ay 
SE Spee / es i ents ee ‘ ; Ra : ; , .. x i F Rae, 4 / F 5 ; Np aie BU ik ade Sais, 
PES ah ee Bos Rectan edt aay ORK ety PANES peette t= Skt |S) ARM eS CORT a al a dt ee eae cv i Soke as ee ee ee oF RR ee LM hee : op ee Ya vais Eek Amaia art ee ge) OR SUR gl SRE 0), ATA ie SA Sg OO Ate CSTE lan a a 


pan) 
. Ber: 
has 
Cor: 


M. 


rs Of 
is ville 
tising 

Elec- 


November 10, 1934 


ADVERTISING AGE 


MAGAZINES SHOW 


LINEAGE GAINS 


Chicago, Nov. 8.—November line- 
age figures for monthly and semi- 
monthly magazines, and October fig- 
yres for weeklies, as measured by 
National Advertising Records, reveal 
althy increases in advertising ove1 
‘he same months of last year. 

ADVERTISING AGE’'S analysis of these 
gcures Shows eight standard publi- 
cations registering a gain of about 
15.2 per cent in November, 40 gen- 
eral publications increasing their 
ineage by some 21 per cent, and 27 
women’s magazines showing gains 
ff 15.1 per cent. 

Eight outdoor magazines regis- 
tered lineage gains of 25 per cent, 
and «412 mail order’ publications 
showed increases averaging 13.9 per 
ent. 

For October, the ten weeklies and 
semi-weeklies measured showed a 
jneage gain approximating 17.8 per 
ent. 

Detailed figures follow: 


Standard 1934 1933 
ymerican Mercury .... 4,617 3,824 
\tlantic Monthly ..... 7,962 7,557 
‘“urrent History ....... 2,848 2,478 
Forum and Century.... 4.886 5,280 
eS ae) 4,986 3,458 
larper’s Magazine .... 11,488 10,116 
review of Reviews.... 8,731 7,232 
ge SRE er me cr 9,279 7,658 

etal SBFOUD .. sée iss 54,747 47,603 

General 
gle) i ee ir 21,808 20,345 
american BOY..... 2s 5,924 7,594 
American Golfer ...... 7,473 4,809 
{merican Home ...... 18,384 9,209 
Arts and Decoration .. 8,148 9,632 
OEE RS ene error 3,600 2,844 
Retter Homes& Gardens 13,535 13,171 

Se See. kv as bebe earns 3,35: 10,485 
SURO cea s\n oe a8 7,646 6,650 
hristian Herald 11,529 
‘llege Humor ........ 3,146 7,113 

BMOPOMEAN «0060065 32,443 25,403 
MERIT THEO sik wae ws 22,092 13,825 
EI n/n. Wie a ao ech iei ele. 31,296NoIssue 
ao cinch > hae eae ie 83,819 41,949 

aduate Group ...... 1,144 715 

use Beautiful (Com- 

ined with Home and 

ee 20,167 16,848 
jouse & Garden...... 30,036 24,432 

SOC yee tier Rae 11,483 11,638 

ON kos iciny vise es ales is 4,865 4,387 

USSR ON ee 9,701 5,206 

dern “Mec i) ee 11,425 9,166 
tion Pietures Unit.. 13,532 16,567 

tional Geographic... 8,589 6,566 

ition’s Business ..... 16,967 17,763 

en Road for Boys... 4,918 6,031 

ea a ee em 17,451 19,254 

iysical Culture ..... 11,733 10,840 

pular Mechanies .... 16,342 12,775 

pularScience Monthly 15,539 12,397 

Oe ee ere 17,366 13,093 
“ientific American ... 2,031 3,648 
a 5. i 9 pie 6,876 
RGOW DIRS sia sas.< bie 12,53 14,907 
Silver Screen .......%. eet 6,472 
SPOREHIIIGATE =< ces eee a eae 15,960 12.432 
BM aia Sasa aterky ae Wok hace Fh 21,441 22,953 
ROMEBE He tane sah ie 12,3138 7,638 

BDL paint zit aia eee ee a as 6,580 5,488 

le Detective Myster- 

ea uid, 8 ibaa a tairarte arg eit 5,350 2,637 

MY TRAP cis waa a es 24,393 21,849 

Total group <i....6<l 596,530 469,497 

Women's 

ORO oda ee at eee 24,942 30,117 

COM AVOPIG s.0<04 0s 11,493 7,192 

mers. Wile. c.cacsss 11,901 9,218 

| Housekeeping ... 56,211 50,463 
Me BGEBOr cic cics 63,118 53,025 

BU Fis i ek 6.6 big ee 13,468 9,726 
ga, ean ah ee 7,549 7,269 


sehold Magazine .. 13,278 11,843 
League Maga- 


BES tangs eiscw Kine Select 7,928 7,081 

adic Home Journal. 52,382 56,264 
s fadden’s Women’s 

PMROMIER. cst %ouu-wiaca.s 3a sie 9,879 1,779 

DRM. acne mene veal ee 54,860 47,981 

todern Magazines .... 13,180 11,776 

f MAPVOR” V4i6 s3s-00 13,165 5,568 

ted] at biden he 5,106 3,951 

r Magazine .... 21,745 16,675 

ROViCW <i... ss 15,512 17,119 

POON OOM 6.03 6 x eea wis 8.694 7,927 

< PIGW “occ iseseest 9,369 8,240 

" Magazines ..... 13,203 12,187 

Ae nfessions ..... 10,082 8,303 

iXperiences .... 11,413 6,563 

MAHGCES 465.6% 11,822 7,864 

REE ars SC eieg Roa 23,552 21,37 

& UE nk Ce a $1,645 63,903 
Home Com- 

ere cere ee 51,335 52,869 

WHOA Sca-iet 7,176 5,673 

group .. -.-.078,058 520,848 


Outdoor 
nd Stream...... 12,8538 8,67 
> 


h-Game 


2 
S vs 
Trader-Trapper 8,624 10,079 
and Fishing.. S 
8 


i] Sportsman 195 feoba 

Re erihints < siesks A $,.924 2.372 

JF | paordere . 8,615 5,959 

MIMD oo io a ee 6,920 6,193 

Tr ee es, ee 
g£roup .... 66,807 53,569 


1934 1933 


Kenned Kassel on Air G ld A f | pwension, the Roosevelt monetary 
Mail Order 2 ; y> Oo en ge @) | policies are sound; but there are 


on eee 6,633 6,806 Featuring Pat Kennedy and Art , : j 
Gentlewoman ......... 4,871 4,436 | Kassel and his Kassels in the Air, Ad ti . I | other features of the ease aree eset 
A rere 5,396 4,352 |the program of the Grove Labora- | ver Ising s jably the NRA and AAA, which are 
Cri 94918 393 P rr 
Grit .........ee0ee. - 24,516 19,5393 | tories, Inc., St. Louis, will be hear< . most open to criticism. 
Home Circle a are 3,286 2,964 , P . , P 
a aod ° “bor 2605 |0Ver the WABC-Columbia network | CaAaadG—lritene, ther speakers on this morning's 
Household Management = Friday, Nov. 16, at 1:45 p. m., program were Allen Zoll, vice-presi- 
DOMTMAT 4c cknn es sees 2,222 2,978 ST —_" dent, MacDonald Bros., Boston, and 
Brantretes Mechanics.. 2,360 2,086 -—— — | (Continued from Page 1, Col. 2) Eliot L. Wight advertising manager 
ee Perr ee s+ 2,287 . : : say a es . ‘ 4 
ie Minas Cite Banh 3594 Miskimen to Stokely | sorties, foreed marches, skirmish at-| United States Envelope Company, 
*Pathfinder ........... 8,051 6,320 William A. Miskimen, formerly | tacks, sharpshooting and aerial bom-| Springfield, Mass. 
Sovereign Visitor ..... 1,172 1,395 eee of the Illinois Canning | bing at fixed range points,” said Leo —— 
aan en oa, | Company, has resigned that connec-|E. McGiven: ; i é f 
Tatel or 7 449 Foote | ~ ‘Ay 4. MecGivena, promotion manager, 
Total group ........ 67,442 59,216] tion to join Stokely Brothers € Co..| New York Drile Nove ty cnanaser, Install James Hurley 
October Advertising Lineage in Inc., Indianapolis, as assistant to (Meies Yous . ie pe as Ad Post Commander 
Magazines ante icking Your Shots. He upheld 
William B. Stokely, Jr., president. : — ; , iF ‘ss Hurley, New York Mirror 
Weeklies and *Semi- newspaper advertising as ideal from - ames — “ ey, - eg : 07 fa = or, 
Monthlies 1934 1933 the standpoint of flexibility in spot- will be installed as Commander “ 
American Weekly ... 79,445 76,166 Picks sais dienes ting the attack, saying that speed the Advertising Men's Post 209, 
3usiness Week........ 23,746 18,312 i ; are 4 = /- American Legion, at its meeting 
ete ete py tte ty Gas-Oil Products, Ine.. Philadel-| ad mobility are called for. He cited Monday 
*Forbes ........... .. 9,272 12,099|Phia, has appointed Willard G. Myers, | the fact that many large corporations|°~ yjcee-commanders to be installed 
“ye Te had 25,635 21,135 | Advertising, New York. Naturol Gas,|are now budgeting their advertising are Theodore P. Seymour, business 
siterary Digest ....... 28,3 28,667 | “1 gas for ec ities % asin de : : Senta mT ; ' 
me > Be spt a L — gas a communities out-| appropriations on a monthly instead | consultant; Earle Townsend, Spur; 
SuwW BUSSES ses oecseses eiv id Q oe : > areas serve , ras ¢ Ss rj : . . ’ Y re "oe 
Saturday Evening Post.152,036 134,427 = photoes hare by gas mains, will | of semi-annual or annual basis. George Jordan, Pope Newspapers; 
Time keg ni Gietn Rice Stal Segcauets 99,275 74,092 ee wa ee “The fellow on the spot gets the| Frank J. Canon; William Wiese, Win- 
Town & Country..... 40,466 37,898 P business,” Mr. MeGivena said, citing | Wick Press. Sidney L. Weedon, Park 
Céad ctiew eek ach aehden Lines Goes to Paper the wide variance in business condi- a  pamrarhenty — = nt 
iictiered 462 550,585 gua ; ‘ S - : ouis G orm reasurer; an 
_ Fred W. Lines, formerly sales man- tions in various sections of the coun- Setar Prag er igeoe le am, crigenhet ” 
*October figures. ager of Walker & Co., Detroit, has|try particularly situations such as gan set ne , st 
‘Figures supplied by publisher been made advertising manager of | those created by the recent drought “cc 
Automotive Daily News, Detroit. and the recovery therefrom, and Buys St. Nicholas” 
snes ene localized industrial booms. The Educational Publishing Com- 
Hf . r Tow r le ag -ohac N 
N. E. A. Jubilee Meet Blackman’s New Number | “he national recovery act and sey-| Dany, New. ay ag gor ape ye! 
. Nicholas or »0OYUS Ane iris as O 
inbi eae . eri * programs seve ‘ 
.- golden jubilee convention of The new telephone number of the rat etnies leccgmaacsite of the Rot aovert Dec. 1 and will publish the January 
the National Editorial Association| Blackman Company, New York, is/#4ministration were attacked DbY/iccue. Roy Walker, president of 
will be held in New Orleans the week | Ashland 4-1900. The agency has not| Prof. Irving Fisher, Yale University. | pqucational Publishing Company, 
of May 5, 1935. changed its address. He said that contrary to popular im-| will be publisher. 


* will bring = 
pment 


5 
yn, cont aiming 
« 


John dressing 


\son Y a 
aby Joh out surge 
} yust been pars ol yg materly al abor 
yas gj catal 
ane * T + js the 
editor al Fe PMEN \" 18 
M N . Qh yspita F 
A esTHes — the rics an sd Re 4 “guturess et Cupictt Modern ns published 
N s Anes etc nd tex a wy + scree lems in 
ical 4 ay) Privas , cubicre srovle 
: ym aa ae ooklet of y the F \et 
5. “W hy Us “" aviet from and Purité an CH vo sluable DOO eer outlining ants, the book 
No a A 32-pase n Pc blishe y utile of a ~ *>. Att Coe ard panier boo 
- ct L jw acy fo ‘ , proble 
suscitan 4 on this subje “Spinal Ane sthes slay : by Hw securing pe ons tor many P 
literature . on Sp esthes sia, olved in te solu aes 
. Gas CorP 60 Booklet . ypen Ether Ane ys ks out concrs PRovt t xty cht h 
>sse0 a& 46 “I rKS ) 4 
NN y. 358, 359, 0 ja ane a Li profession by = Foot Cuisine * ery! mn each mont 
4 ge .) x - * 
na the phem scipe 
1c al A >f for Kratt yal ree 
Obstet! iv prepare No. 389 \ Oe dual 
wely Ni 5 cards indivi 
yuthorit + pe DistsFEC TANTS ¢ Lysol dis scapes on sling” ose COTT uantuty and i 
Squibb © * SEPTICS > amount { var ps Phenix © er wing bs ¢ bananas 
4 Ant! bowing the 4 . epiutions ° + Kratt Lge} yy values of D | Fruit Co 
» A A table r ary oO make no it the «* yrre | No - nalyses ot th ce et the LUnitee 
lo »¢ neces ecripuo ospita 5s and 4 cm oe 
nN we and water NEC a de ae nt the h *- , recipe aon spats SN as let de 
yntecta together ous pul pox Mt " a 
< strc a 


1 988 requests for promotion booklets listed as shown 
above were forwarded on to advertisers during 
the first ten months of this year. 


O2 requests were made for one booklet alone. 


1 request was made for a booklet last listed in our 
April, 1931 issue. 


ye 1 requests were made for booklets last listed in 1931, 
1932 and 1933 issues. 


All of which speaks rather eloquently for non-display material 
of an editorial nature. 


And if this journal isn’t filed away and used as a reference years 
after publication, how explain some of those requests? 


Yet this is only one of the merchandising assistances which give 
your sales department something into which it can bite its 
teeth if you’re an advertiser in 


HOSPITAL MANAGEMENT 


337 So. Dearborn Street Member A.B.C. and A.B.P. Chicago, Illinois 
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ADVERTISING AGE 


November 10, 1934 


Shop Talk 


The recent excitement among readers of ADVERTISING AGE over 
the location of Rough Proofs, Copy Cub’s column of brash comment 
on everything pertaining to advertising, has been another fine indica- 
tion of the intensity of the reader interest which has been built up not 
only in the news but the features which have made ADVERTISING AGE 
what it is. 


To loyal followers of Rough Proofs, this column is an institution 
comparable to The Conning Tower or A Line 0’ Type or Two. When 
it was placed on an inside page, readers expressed their indignation in 
no uncertain terms. So now their favorite column is back on Page 1, 
Column 1, and everybody is happy. 


P#A 


The circulation of ApvERTISING AGE is still rising steadily. One 
of the interesting features is the large volume of voluntary subscrip- 
tions which the circulation department is receiving. These are the 
result of word-of-mouth advertising which the publication has re- 
ceived from its friends. One advertising man tells another, and the 
result is a steady stream of subscriptions which have not been “sold” 
by the usual methods, but by friendly recommendation. 


The vitality of the circulation of ADVERTISING AGE and the way 
in which it has grown despite the sharp trend in the other direction 
among advertising journals generally is one of the things which make 
publishers and others say, “ADVERTISING AGE is a natural.” 


2A? 


One of the advertising classifications which has shown sensational 
increases in ADVERTISING AGE in 1934 is newspapers. The actual in- 
crease in newspaper promotion copy in A. A. for the first ten months 
of 1934 is 150 per cent—a remarkable showing judged from any stand- 
point. While the general trend in ApverTIsING AGE lineage figures 
has been sharply up this year, newspapers have made by far the largest 
gains in lineage, expenditures and percentage. 


One of the reasons advanced for the increases in newspaper adver- 
tising in the National Newspaper of Advertising is the strong commen- 
dations which it has received from national newspaper representatives. 
They have reported the growing popularity of the publication among 
their advertisers and prospects, and the publishers have drawn the 


correct conclusions. 
2 AA 


Officers and members of advertising clubs and associations all 
over the country have been eloquent in their praise of the policy of 
ADVERTISING AGE in reporting their activities. With its nationwide 
news-gathering staff, ApvERTISING AGE has been in an ideal position 
to report important meetings and conventions, and to record the contri- 
butions of advertising leaders who have appeared on their programs. 

Because the associations and clubs have an important function 
in crystallizing opinion on advertising subjects, particularly those which 
are controversial in character, the complete reports which ADVERTISING 
AGE presents provide a vital service which has clarified discussion and 
has enabled the advertising field to develop unanimity of opinion on 
many major issues of the day. 


a a 


More news photographs are reproduced in ADVERTISING AGE 
than in any other advertising journal. This simple statement of fact 
explains one of the reasons for the keen reader interest which is so 
characteristic of the publication. Pictures are universally interesting, 
and ApVERTISING AGE has its photographers on hand to get them 
wherever events of importance to advertisers are taking place. 

Obviously this represents an editorial expense of considerable pro- 
portions, but ApvERTISING AGE believes that it is justified by the reader 
interest which these photographs develop. This publication will con- 
tinue to be first in pictures, as it is already first in news. 


POLITICAL COPY 
BULKS LARGE IN 
ELECTION FIGHT 


All Types of Advertising 
Used by Candidates 


Chicago, Nov. 8.—The off-year elec- 
tion which called out a record vote 
this week also brought forth a rec- 
ord volume of political advertising 
in many cities, reports coming in to 
ADVERTISING AGE from many sections 
of the country indicate. 


Radio snared a large portion of the 
political advertising in the campaign 
just ended, although newspapers, di- 
rect mail, and other media depended 
upon in the past were not slighted. 


In Chicago an unusual amount ot 
newspaper political advertising ap- 
peared in newspapers and over the 
radio, little of it differing from that 
of previous years, however, except 
that better looking newspaper copy 
seemed the order of the day. 

The prize for the most potent po- 
litical wisecrack was_ unofficially 
awarded to a Mr. Mercantino, who 
ran for Congress in one of the city’s 
outlying congressional districts 
against Congressman Lanzetti. A 
huge banner displayed throughout 
district shouted: 

“Vote for Mercantino and fill that 
empty seat in Congress!” 


Radio Wins in New York 


New York, Nov. 8.—Local and state 
politicians voted overwhelmingly in 
favor of broadcasting as the ideal 
medium to carry their messages to 
the people in the campaign just 
closed, with the result that radio sta- 
tions registered a new high in time 
sales to political organizations, while 
newspapers did not carry enough line- 
age in this classification to bother to 
count. 

A reliable estimate placed the fig- 
ure on total time sales to political 
organizations between $65,000 and 
$70,000. The figure would have been 
higher had more time been available 
and had the Democratic Party can- 
didates been less sure of victory. 

The billing was high enough to top 
by one or two per cent the record 
established in the mayoralty cam- 
paign last year and to exceed by a 
wide margin the sales in this classi- 
fication during any preceding state 
or national election. 

An indication of the newspaper ac- 
tivity is afforded by the fact that the 
Socialist Party patronized this me- 
dium equally with the major parties. 

One result of the campaign activ- 
ity has been to excite broadcasters 
about the possibilities of state, or 
sectional, hookups. There were 18 
baby chain hook-ups, involving from 
four to six stations, a greater numbe1 
by far than had been arranged in any 
previous state campaign. 


Communists Broadcast 


The station men attribute the 
showing made by their medium 
partly to the fact that political 
speechmaking has been barred from 
sustaining programs. One reason 
why they believe their medium will 
continue to enjoy popularity with 
political advertisers is that no parti- 
ality was shown in dividing the 
available time among the various po- 
litical faiths which had asked for it 

WOR broadcast what is believed to 
be the first Communist Party pro- 
gram in the United States, a 15-min- 
ute speech by the party’s guberna- 
torial candidate during the closing 
week of the campaign. In this in- 
stance the customary statement by 
the announcer at the conclusion of a 
political speech was revised to, “These 
are not the views of this station.” 

All radio time was purchased by 
advertising agencies. Wm. H. Ran- 
kin Company and United Advertis- 
ing Agency together placed the lion’s 
share, the Tammany business. 

Kayton Spiero, Inc., functioned for 
the Democratic state organization, 


ae 
<= 


and Jones and Brakeley, Inc., acted 
for the Republicans. 


Repeal Issue in Kansas 


Wichita, Kan., Nov. 8.— While ag 
vertising of parties and candidate 
here and throughout the state wa; 
fairly heavy during the campaign 
just ended, the controversy Over the 
53-year old state prohibition statute 
stirred up the most excitement 

Leader in the attempt to amend the 
constitution so that wine and liquor 
might be sold was the Kansas Fryjt 
and Vegetable Association, one of 
whose advertisements was reproduced 
in ADVERTISING AGE recently. 

This organization used space in 4 
number of papers throughout the 
state, the grand climax coming with 
the insertion of three double-page 
spreads in the Wichita Eagle. 

Despite these heroic efforts, hoy. 
ever, it appears that this traditiop. 
ally dry state will continue to be dry 
indefinitely. 


Little in Kansas City 


Kansas City, Mo., Nov. 4.—A strik. 
ing dearth of political advertising jp 
newspapers by individual candidates 
was noticeable here, but the Demo. 
cratic State Committee crashed 
through with a page splash in each 
daily on Sunday. 

Only one. major office, a judgeship, 
went to a Republican in this county 
an office for which the Democrats did 
not put up a candidate. 

Representative Joseph B. Shannon 
did not use paid space in his appeal 
for votes, but had published in aé- 
vertising columns his radio address 
on the Navy Day program over 
KMBC. 


Hallowe’en Gets Play 


Pittsburgh, Pa., Nov. 7.— Hal: 
lowe’en’s closeness to election day 
was utilized by the Republican State 
Committee in a_ six-column news: 
paper advertisement, which asserted 
that Democratic candidates were 
masquerading in false faces. 

“Maybe it’s all in the spirit of good, 
clean Hallowe’en fun that the Demo 
crats are trying the masquerade and 
false faces, but the election of men 
to responsible public positions in 
these times is a serious business,” 
the copy read, in part. 

Illustrations depicted the Demo 
cratic candidate for U. S. senator 
costumed as a knight in armor, and 
the candidate for governor dressed 
as Santa Claus. 


Cincinnati Efforts Small 


Cincinnati, O., Nov. 7.— General 
campaign advertising fell off in the 
Cincinnati district previous to the 
1934 election. Only one party, The 
Citizens’, used newspaper advertising 
for the entire ticket. 

Individual candidates of the Demo 
cratic ticket increased their adver 
tising, some using two colors in the 
newspapers. The Republican Party 
simply mailed sample ballots, and the 
individual candidates used very small 
newspaper space. The Citizens’ party 
did not mail their sample ballots, but 
distributed them house to house 
through voluntary workers. 

The Republicans, who spent less as 
a party than the other two, used radio 
broadcasting time about three times 
as much as the other parties com 
bined. 


St. Louis Copy Heavy 


St. Louis, Mo., Nov. 7.— Political 
candidates and parties spent sizable 
sums on advertising during the cam 
paign with welcome results for both 
newspapers and radio, a survey = 
dicates. At least one radio station 
could not meet the demands for me 

Lineage figures on political adver 
tising are calculated as follows by 
the St. Louis Globe-Democrat: Globe: 
Democrat, 11,566; Star-Times, 11,950; 
and Post-Dispatch, 4,908, for the 
period from Oct. 24 to Nov. 6 with 
most of the advertising orders co™ 
ing in during the last few 4 
the campaign. 

Radio station KWK gave its T 
port on money paid for time over t¥° 
and one-half weeks, for sP0% = 
nouncements and some eV enine 
periods, as $8,000. — 

KMOX, in the last three days: ah 
cluding election day, sold tim 


ays of 


‘or the 
amounting to $1,100, and a 
same period, KSD and WIL bot ight 

e 


ported sales of upwards of 
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ADVERTISING AGE 
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pours each. The advertising depart- 
ment of WIL reported it had to turn 
down many requests for time on the 
air, and sold all available time, even 
two to five-minute periods. 


Heavy Drive in L. A. 


Los Angeles, Cal., Nov. 7.—An un- 


ysually heavy barrage of advertising 


in al! media, including newspapers, 
yutdoor, radio, direct mail, pamph- 


iets, and bandwagons, marked one of 
the bitterest political campaigns in 
the history of California. 

Both major parties in the conflict 
hurled arguments over the air and 
py printed word to such effect that 
Mr. and Mrs. John Voter marched 
to the polls two million strong. 

The Upton Sinclair forces went in 
heavily for radio and pamphlets, 
their candidate for the governorship 
peing considered particularly effec- 
tive on the radio. The victorious 
Merriam organization, however, con- 
ducted their Republican campaign 
upon lines of a huge commercial ad- 
yertising promotional drive. 

A Republican strategy board of 19 
advertising specialists under the di- 
rection of Don Francisco utilized all 
forms of media, furnishing cartoons 
for newspapers, movie newsreels, dra- 
matic sketches for radio, besides 
some 2,000 outdoor advertisements, 
nillions of pamphlets, selected news- 
paper Space, and car cards. 

Some EPIC candidates were re- 
ported to have painted out Sinclair’s 
endorsement of them on billboards 
when it became likely he would be 
jefeated. 


Agencies Work in California 


San Francisco, Cal., Nov. 7.—The 
California political campaign was 
marked by the bulk of advertising 
appropriations being spent on radio. 
A possible exception was the cam- 
paign for emergency pay reduction 
for municipal employes of San Fran- 
cisco to provide unemployment relief 
funds, although both sides on this 
question used radio in addition to 
lewspapers, 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 114 billion dol- 
lar baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 


Check the data you need below, tear out 
his advertisement, attach to your letter- 
tead and mail to us. 


0 “Baking Industry Facts and 
Figures,” a market data 
folder 

O “Selling Leads,” an every 
week service 

C Sample pages from the Bak- 
ing Industry Blue Book 

0 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

() Audit Bureau of Circula- 
tions statement 

Send to 


BAKERS BEER 


& MAGATINE ¢ BAKERY PRACTICE «-y MANAGEMENT 


Half Century "dy 


Almost a 
inoue” 


830 S. Wells St., Chicago, III. 


The 
WAREHOUSING 
MOTOR FREIGHT and 
TRANSFER fields offer 
makers of automotive 
Products a live and 
reliable market for sales 
outlets and one that 
can be blanketed thru a 
single publication. 


DISTRIBUTION & WAREHOUSING 
(now in its 33rd year of publication) 
249 West 39th St. 


New York N. Y. 


| Snes 


Major advertising agencies entered 
the political picture. Lerd & Thomas, 
Los Angeles, handled the Merriam 
account, McCann-Erickson, San Fran- 
cisco, handled the Anti- Sinclair 
League campaign, and Kelso Norman 
Organization, San Francisco, directed 
the campaign against municipal pay 
reduction. 

Amendment advertising was heav- 
ier than candidate advertising in 
newspapers. 

City papers fixed five inches as the 
minimum on advertising calling at- 
tention to radio speeches, and all can- 
didates used the minimum. Some 
candidates took advantage of the 
classified rate in newspapers. 

The Los Angeles NBC stations re- 
fused all political advertising and the 
schedule of KPO, San Francisco, per- 
mitted little. 


No Interest in Louisville 


Louisville, Ky., Nov. 7.—Lack of 
interest in the political campaign 
caused by the few political offices to 
be filled, was reflected in a compara- 
tive dearth of campaign advertising 
in Louisville. 

The Democratic campaign commit- 
tee sponsored a two-column adver- 
tisement which appeared several 
times in each of the local newspapers. 
The advertisement claimed improved 
business under the Democratic ad- 
ministration under the title “On Our 
Way,” with statistical tables show- 
ing increased wages, buying power, 
profits to industry, etc. 


Form Clubs in Indiana 


Indianapolis, Ind., Nov. 8.—For- 
mation of radio “Stand By” clubs 
was one of several effective adver- 
tising devices used by the Indiana 
Democratic State Central Committee 
during the election campaign. 

Application for membership was 
made to the committee on a card, 
which was stamped with the party 
emblem and bore the _ inscription 
“Stand By Roosevelt—with Minton— 
and Indiana Democracy.” The appli- 
cant agreed to form a local club of 
not less than ten neighbors and 
friends to listen to half-hour radio 


broadcasts over a_ six-station 
hook-up. 
Automobile windshield stickers, 


automobile tire covers, party badges 
and lithographs of Minton’s photo- 
graph also were distributed. 

School teachers, war veterans, 
farmers, and other groups’ were 
reached by the Democrats by adver- 
tisements ranging from half pages to 
double page spreads, worded to ap- 
peal to each group. 

Both parties inserted full-page ad- 
vertisements in all dailies and week- 
lies in the state throughout the cam- 
paign. Two million pieces of litera- 
ture were distributed by the Demo- 
crats, and more than a million pieces 
were given out at Republican head- 
quarters. 


Broadcasts from Polls 


Milwaukee, Wis., Nov. 8.—The Mil- 
waukee Journal station, WTMJ, be- 
lieved to be the first radio station to 
broadcast election bulletins direct 
from the polls by short wave, inau- 
gurated this program during the 
campaign. 

This project featured coverage of 
the political campaign here, during 
which radio received the nod in po- 
litical advertising in Milwaukee over 
newspaper space in connection with 
the election. 

WTMJ cancelled all network pro- 
grams after 8:30 p. m., bringing to 
its listeners election results by 
means of a short wave mobile trans- 
mitter with John Olson gathering re- 
turns as the car moved from poll to 
poll and broadcasting the news he 
gathered. 


Much Copy in Detroit 


Detroit, Mich., Nov. 7.—While 
there was a noticeable lack of the 
strange and unusual technique that 
invariably comes to the fore in po- 
litical advertising, local newspapers 
report that the display space em- 
ployed prior to the election reached 
a new all-time high. A typical re- 
port, from The Detroit Times, 
showed that on Monday, political ad- 
vertising ran approximately 10,000 
lines. 


The increasing appreciation of the 


Kingfish Plans Tax 
on All Advertising 


New Orleans, La., Nov. 8.— 
You just can’t keep a good 
man down. 

Senator Huey P. (“call me 
Kingfish”) Long has blithely 
announced that if the federal 
court here rules against the 
constitutionality of his tax of 
two per cent on gross adver- 
tising income of newspapers 
with more than 20,000 circula- 
tion, he will counter with a 
similar tax on all advertising, 
whether in newspapers, radio, 
direct mail, outdoor or other 
mediums. 

This tax would be collected 
from advertisers, and would 
be assessed against their bills 
for advertising, after examina- 
tion of their accounts by state 
investigators. 


value of radio for political advertis- 
ing also became evident with reports 
received from the various local sta- 
tions which also reported a new high 
in the number of minutes employed 
during the week. 


400% Gain in Cleveland 


Cleveland, O., Nov. 8 —An_in- 
crease of over 400 per cent in paid 
political advertising in Cleveland's 
daily newspapers was reported for 
1934 over 1933. More special tax is- 
sues this year than last were mainly 
responsible. 

A “write-in” campaign for W. A. 
McMaster for sheriff of Cuyahoga 
County by the Cleveland Press and 
taken up by the Cleveland News and 
Cleveland Plain Dealer, was the high- 
light of the election. Virtually every 
weekly newspaper in the county was 
backing this independent candidate 
before the race was over. Constant 
editorial influence in his behalf 
caused the principal party candi- 
dates to push their campaigns by ra- 
dio, using considerable time during 
the entire week preceding election. 
A four-page circular was also used 
to combat the newspapers. 

This is said to be the first time 
that newspapers have ever taken up 
such a cooperative campaign in be- 
half of a “write-in” candidate. 


Dogs Important Here 


Atlantic City, N. J., Nov. 9.—The 
wave of ticket splitting showed up 
strongly in the election campaign 
here. 

The major parties started out with 
full-slate displays. As the trend of 
sentiment became more evident in 
the final days, individual candidates 
used separate advertisements on a 
generous scale. On the final day the 
local newspapers were generously 
sprinkled with these, in addition to 
a full page by the Republican party 
and a half-page by the Democrats. 

A new freak in the line of “bloc” 
appeals also developed. A woman 
whose sympathies are intensely op- 
posed to vaccination paid for her 
own little display in a want column. 

“It behooves all owners of dogs in 
Atlantic City and county,” she pro- 
claimed, “to support Assemblymen 
Siracusa and Altman, because they 
killed a bill in the legislature which 
would have compelled all dogs to be 
vaccinated.” She signed her name. 


Dramatize Candidate’s Story 


St. Paul, Minn., Nov. 8.—The first 
dramatized political broadcast ever 
presented in the United States, so 
far as is known, was broadcast by 
KSTP, Friday evening, Nov. 2, in 
the interests of Melvin Maas, candi- 
date for Congress. 

Created and produced by the Fire- 
stone Advertising Agency, the show 
was built around dramatized mo- 
ments in the past political history of 
the candidate. Rapid fire comment 
by contrasting voices, brief scenic 
interludes, shouting of extras by 
newsboys, led up to the high spot of 
the program, a dramatization of the 
tense moment in Congress when a 
madman brandished a pistol before 
the House of Representatives and 
demanded time to be heard. The 
dramatization brought out Congress- 


man Maas’ courageous action in 


walking up to the man and disarm- 
ing him. 

A three minute talk by the candi- 
date and another three minutes by 
a supporter concluded the program. 


Manders Moves and 
Adds to Staff 


The Manders Company, Inc., crea- 
tor and producer of 
and printed promotional material, 
has added to its staff and moved to 
larger quarters at 62 W. 45th St., 
New York. 


ganization: C. F. Cookson, mechan- 
ical display division; A. Caplin, mer- 
chandising; T. S. Ruggles, sales pro- 
motion, and Howard Dodson, general 
design. 


lithographed | 


The following have joined the or-| 


Dr. Cullen Joins 


Proprietary Staff 
Dr. Frederick J. Cullen, chief of 
drug control of the United States 
Food and Drug Administration 
from 1931 to last May, has been 
appointed general representative for 
the Proprietary Association at 
Washington, D. C., succeeding Ervin 
F. Kemp, who died recently after 30 
years in the organization. 
According to Frank A. Blair, New 
York, president of the association, 
members of which manufacture 80 
per cent of the country’s package 
medicines, Dr. Cullen, who is both 
a graduate registered pharmacist 
and doctor of medicine, will act as a 
liaison representative between the 
proprietary manufacturers and the 
Food and Drug Administration. 


SKY ADS! siete moron armeranes 
YOUR SLOGAN IN THE SKY OVER MIAMI 


BANNER TOWING—LETTERS 7 FEET HIGH-—SIGNS 250 FEET LONG 
LICON AIRWAYS, INC. 


(Licensees for Kellett Sky Ads) 


GOVERNOR CLINTON HOTEL 
NEW YORK CITY 


Penn. 
© 6-4730 


give to clients and customers. 


Advertising Appropriations, by Lines 

Page a Day for Daily Appointments 
and Memoranda 

Retail and Wholesale Trade in U. S. 

Copyright and Trade Mark Laws 

Circulation and Rates of Principal 
Magazines, Business, and Farm 
Papers 

Months When Printing Is Prepared 


Red Morocco, gold edges: 
Russet Sheepskin, 


duce, or buy advertising in any form. 
book, (1) the reference data needed in planning and executing 
sales promotional campaigns, and (2) a place for the personal 
records which advertising men keep. 


An Ideal Gift 
for Men in Advertising 
DARTNELL 
ADVERTISING DATA BOOK 
1935 


Especially designed to meet the needs of those who use, sell, pro- 


Combines in one handy 


An ideal gift for advertising agents, publishers and printers to 


Included in Its 432 Pages 


Weekly Sales Record Pages 

Radio Advertising Rates, Principal 
Stations 

Typographical and Paper Data 

Circulation and Rates, Principal 
Newspapers 

Comparative Monthly Sales and 
Expenses 

Closing Dates and Mechanical Require- 
ments, Leading Magazines 


Two Real Leather Bindings—432 Pages, 4 x 614 Inches 


$3.25 each in dozens; $3.50 singly. and 
gilt edges: $2.30 each in dozens; 
Gold stamping individual names, 


$2.50 singly. 
25e each extra. 


A New 
e 
Dartnell You Can Do Anything 
Gift Book | One of Chicago’s foremost advertising executives outlines 
by a new and timely “business philosophy.” Keyed to post- 
depression conditions. Full of new slants on advertis- 
JAMES ing and selling, and helpful suggestions for passing 
MANGAN | along to salesmen and employees. Inspirational but 
thoroughly sound. An unusual holiday remembrance for 
R ‘ friends, associates, customers—send for yourself. 
eady in 
Executed in limited edition ~~ Fy yo youn and 
December jacketed. 256 pages, 6 x 8%. each in dozens, 
$2.50 dae.” 


Send on approval . . 


(J Also send on approval . . 


g 
a 
' checked. (0 Red Morocco. 
| 
t 


Sent on Approval to Responsible Individuals 
ee ee 


THE DARTNELL CORPORATION, 4660 Ravenswood Ave., Chicago a 


- copies Dartnell Advertising Data Book, 1935 in binding 
0) Russet Sheepskin. 
[] Gold stamp names per list attached. 


Stamped books not returnable. 


. copies Mangan’s You Can Do Anything. é 
(Indicate books wanted, sign name in margin, and clip to business letterhead.) § 
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TITANIC BATTLE 
WAGED IN COURT 
BY SOAP GIANTS 


—— 


‘Big Three’ Cross Swords 
In Patent Suits 


Col. 5) 


(Continued from Page 1, 


increase of both promotion and sales | 


from the introduction of Rinso in 
1919 to the end of 1930, just prior to 
the filing of the present four-year-old 
suit. 

Colgate brought out Super-Suds in 
the latter part of 1927. It charges 
that Lever Brothers thereafter 


changed the process of making Rinso, | 


so that from 1929 to 1931 it was an 
imitation of and an infringement of 
the Colgate product. It claimed 
that since 1931 this infringement 
has been continued at times. These 
claims the Lever Brothers’ attorneys 
and experts have flatly and categori- 
cally denied. 

Newton D. Baker, attorney for the 
Colgate interests, declared that the 
new Super-Suds burst on the soap 
world as a new and superior product 
in household soaps; and that special 
characteristics accounted for its wide 


is 


sales, amounting to 102,500,000 pack- | 


ages in 1928; $3,000,000 packages in 


1929; and 115,000,000 packages in 
1930. 
Clarence J. Huff, general sales 


manager for Proctor & Gamble, sup- 


ported this claim, asserting that his| 
Su- | 


company became aware of the 
perior quality of the new soap in 
1927 and immediately made arrange- 
ments to meet competition with a 
similar product. 


How P. & G. Operated 


Proctor & Gamble brought out 
Selox in 1927, he said, sales increas 
ing from 14,187,000 packages in 1928 
to 19,492,000 packages in 1930. Chipso 
Granules followed in 1929, attaining 
sales of 9,192,000 packages in 1930, 


and Ivory Snow, introduced soon 
afterwards, sold 7,315,000 packages 
in 1930. 

No advertising in newspapers or 


periodicals was enjoyed by Selox, the 
first of these products; it was popu- 
larized by the distribution of 1,850,- 
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000 coupons from door to door. esl ee under all the processes used 
entire advertising appropriation for | and shown to the court has been to 
Selox, according to the Proctor &| increase the bulk of the soap, and 
Gamble advertising department rec-|constantly produce a larger trade 
ords, including the cost of redeeming |package without increased weight. 


the coupons, was $67,700 in 1927; | This increase of the bulk was 
3179,058 in 1928; $31,200 in 1929; | graphically shown in the courtroom 
and $27,169 in 1930. Posters dis-| by the procession of boxes of Rinso 


in varying sizes, marking the prog 
ress from 1919 to the present time. 


played in retail stores were the only | 
other form of Selox advertising used. 


The introduction of Chipso Gran-| With almost no change in the weight 
ules was made through retail ship-|of the soap contained therein, the 
ments of Chipso, packages of the| size of the Rinso box has grown from 
new product being included as part | 82 cubic inches in 1925 to 112 cubic 
of each Chipso shipment. Proctor &| inches in 1930. 
|Gamble could give no figures on the This increase in bulk has been 


advertising investment for Chipso| accompanied with an increasing pop 
| Granules or Ivory Snow; expendi-| ularity for all granular powdered 
tures were made from the general | Soaps, it was asserted. 

appropriations for Chipso and the| The soap patent trial is said by 
Ivory Family, and were not sepa-| patent attorneys to set a precedent 
rately charged to the new packaged|in the United States in extent of 
| product. | preparation and scope of testimony 
| To bear out their assertion that|and exhibits presented. It opened 


sales of all these products was in | before Judge Thomas W. Slick after 
| direct proportion at all times to the | three years of preparation by attor- 
amount of advertising Lever | neys and experts. Fully equipped lab- 
Brothers produced the entire history |oratories have been erected in South 
of production, advertising, and sales | Bend, in 

of Rinso from the time it was first | of the court have 
made at the Cambridge factory, up| one time the entire 
‘to the close of 1930. A tabulation of|Hammond, Ind., and viewed 
the figures presented is shown in the |processes of manufacture in the 
accompanying box. | Rinso factory of Lever Brothers Com- 

This was in direct to the} pany. 


Colgate claims that Rinso changed in waa we 
character in 1929 to meet the popu Rygsel-Miller Conducts 
Sampling Drive 


done, 


been held; and at 
court moved to 


answer 


larity of Super-Suds and the array of 
other soaps produced by the patent- 


licensed companies. The Rinso ree- rhe Russel-Millet Milling Com 
erds showed that the sales of the | P@ny, Minneapolis, maker of Occident 

a4 ‘ me ; iscui ix, is conducting a house- 
soap had increased steadily from | Biscuit mix, 1 nducting a house 


'to-house sampling drive via Western 
| Union messengers. Enclosed in the 
| packages are coupons worth ten cents 
pon the purchase of 2',-pound package 
jof the product. 


year to year, as the advertising ap- 
propriations had increased. 


Heightening Sales Appeal 


The story of packaged powdered The drive, starting in Minneapolis, 
soaps, as unfolded during the trial, |™ay be extended to other cities. 
has been one of consistent effort to | ere 
produce a soap which would fill a, Names Calkins & Holden 


larger package with the same weight, 
and which would be more quickly 


The American District Telegraph 
Company, New York, rendering a 


soluble in water. nationwide service against fire, bur- 
| All of the products which have|glary and holdups, has appointed 
passed in review are made by the Calkins & Holden to direct adver- 
spray-drying method: hot soap is tising. 


blown under pressure into a drying | 

| tower, and takes form in a blast of Names U. S. Agency 

| hot air, drying as it falls to the bot-| Sparks-Withington Company, Jack- 

‘tom. The Colgate claims are to a | 80) Mich., has appointed the United 

| product in which steam expands ia |e Advertising Cor poration, bad 
/ledo, to place advertising of all Spar- 


side the soap particle to create 4/ton products 
granular bubble; the Rinso claim is | a 
that its granular product is formed | “M > 99 
oe B echriaggecrs | aclean’s” A 
by the mixing of air with the hot dds Roto 


een siete i. ahi Maclean's Magazine, Toronto, will 
yefore spraying, ; P =. | : , 
sais I shes 1S, cane at @) add an eight-page rotogravure insert 
re ,.Y : ‘e is : | P ce om F : 
different soap mixture is used. starting Dec. 15. The rate in this sec- 


The effect of the spray-drying of | tion will be $1,275 a page. 


soap 
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BEGINS NATIONAL 
CAMPAIGN AFTER 
FIVE-YEAR LAPSE 


Mishawaka Rubber Seeks to 
Regain Old Laurels 


Mishawaka, Ind., Nov. 
year absence from national publica- 
tions was broken this week when 
|Mishawaka Rubber & Woolen Mfg. 
|\Company started a national magazine 
land newspaper campaign in an in- 
tensive effort to regain the large 
| share ot the fall and winter rubber 


company. 

The entire campaign has been de- 
signed to popularize the red _ ball 
|trade-mark which has identified Mish- 


jawaka’s Ball-Brand footwear for 
three generations. 
Launched in the current issue of 


the Saturday Evening Post, the drive 
|is scheduled to continue throughout 
the winter months with the possibil- 
|ity that copy will appear in farm 
papers into February, officials of 
Campbell-Ewald Company, Detroit, 
| the agency in charge, say. 

| Besides the initial two-color full 
| page in the Saturday Evening Post. 
the company has also scheduled a 
‘full page in colors for the Nov. 24 
issue of Collier’s and the Dec. 1 issue 
of the Literary Digest. 

| Continuing its drive into the farm 
field, to which the advertising has 
| been confined for the past five years, 
/the company has arranged for exten- 
| 


sive coverage through sectional farm | 


| papers and two national publications, 
| Country Gentleman and Country 
Home. 


Appeal to Dealers 

| The same copy theme, stressing the 
|company’s prestige and single stand- 
ard, built up during the past three 
generations and identified by the red 
ball trade-mark, will be employed in 
|both magazines and newspapers 
‘throughout the campaign. To stimu- 
late dealer interest and help over- 
come the usual disadvantages of a 
limited appropriation, the layout and 
;copy of each insertion will be dif- 
ferent. 

| In a typical advertisement, sched- 
‘uled to appear in Literary Digest, a 


. » Agency, The Campbell-Ewald Company ... Detrozt, Mich. 


8.—A five- | 


| footwear market formerly held by the} 


_ —, 


map of the United States is crossed 
with a shaded path of Ball-Branq 
|footprints. The caption reagdg.. 
|“Proved by a billion steps a day. 
| The general layout of each Dage 
focuses the reader’s attention on the 
| predominant red ball trade-mark, ea». 
rying the eye to the small box jjjyg 
trations of the 


company’s Varioys 
| products. 

Mishawaka’s retirement from na. 
tional advertising has presented the 
additional problem of re-establishing 
dealer points in metropolitan ce iters, 
To accomplish this, the company hag 
}incorporated into the campaign g 
dual-appeal designed to reach both 
the consumer and the dealer. A pap. 


jagraph of the text of each advertise. 
ment is devoted to this end. 

Under the heading, “Sixty Thoy. 
sand Merchants Know,” a typical ap- 
| peal reads in part: “Ball-Brand deal. 
‘ers know the tremendous prestige 
back of the Red Ball trade-mark 
They are profiting by the quick sales 
| the repeat orders, and the customer 
| good-will of which this famous trade 
mark has been a symbol for three 
generations.” 


Legal Paper Changes 

The Birmingham Record, a weekly 
legal newspaper, this week became a 
daily court and commercial publica. 
tion. The paper has leased part of 
the first floor of the Exchange Bldg, 
and is installing a press, linotype ma- 
chine and other equipment. Jame: 
J. Smith is publisher. 


Changes Format, Rates 

Upholsterer & Interior Decorator, 
New York, a monthly magazine, has 
reduced its page size to 5x7%, and 
has also changed its rates. A _ page 
is now $110; half-page, $62 and quar- 
| ter-page, $36.50. 


| G-M Elects Officers 


New members of the board of di- 
|rectors of General Motors Corpora- 
tion are R. H. Grant, O. E. Hunt and 
|C. E. Wilson, vice-presidents; and 
John J. Schumann, Jr., president of 
|General Motors Acceptance Corpora- 
| tion. 


Miss Coburn Talks 


| Julia Coburn, fashion editor of the 
| Ladies’ Home Journal, discussed pub- 
lic taste trends in an address before 
the ladies’ day meeting of the Cleve- 
‘land Advertising Club Nov. 7. 


Pressmen to Meet 
| The mid-winter meeting of the 
| Kentucky Press Association will be 
|held at the Brown Hotel, Louisville, 
Jan. 17-19. 
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THER LIKES THIS "HOT DATE" 


One of the striking photographs made by Underwood & Underwood 
stich are being featured in the current campaign in newspapers for 
(roger Grocery & Baking Company's "hot dated" coffee. (Story on 


Page 20.) 
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Durkee’s mayonnaise, sandwich relish and "salad-aid" are now 
appearing in these similar packages, developed by Owens-Illinois 


Glass Company, Toledo. 


ATTRACTIVE CONTAINERS FOR COLOGNE 


Attractive containers now being used by Lander Company, New 
ork, for its "After Bath Cologne.’ The closures are molded of 
Bakelite. 


‘PHOTOGRAPHIC REVIEW OF THE WEE 


COLOR PHOTOGRAPHY MAKES ITS A PPEARANCE ON OUTDOOR DISPLAYS 
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This 12x24-foot display erected for Gillespie Service Stations, Detroit, at Vernor Highway and Second 
Ave., is creating unusual interest because the girl having so much fun driving her car appears in a photo- 
graphic enlargement which is colored and weatherproofed. MacGregor & Co., Detroit commercial pho- 


PLENTY OF ACTION 
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Scene-in-Action, Chicago, pro- 
duced this attractive display for 
Hiram Walker. The gin pours out 
of the bottle, while the back- 
ground scene on the Thames 
moves by. 


BOOBY BIRD 
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This unattractive bird is counted 

on to help put over a new Hot- 

point sales contest among utilities. 

He is, as his name implies, the 
booby prize. 


tographers, installed the photograph. 


NEW DEVICE MAKES MEAT MORE TENDER 


“a 


White House Meat Tenderizers, Inc., Chicago, is introducing this new 

machine for use in butcher shops, restaurants and homes, which is said 

to make any piece more palatable. In the picture are David O. 

Fredrickson, vice-president, and Winifred Leonard, director of the 
company's home economics kitchen. 


GATHER AT INAUGURATION OF "LIBERTY FORUM" 


C. M. Chester, General Foods Corporation; Bernarr Macfadden, 
Fulton Oursler, Edwin C. Hill and Orr J. Elder gather round the 
microphone at the opening of a “Liberty Forum" broadcast. 
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